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CRISP! 


\ (general offices prudential plaza + chicago 1, illineis + phone whitehall +4600 
~we 


WILSON & CO., INC. 


packers and provissoners 


CGrilbert Papers 


BETTER 


Hit the people you write with a bring-home-the-bacon letterhead 

paper. One that will be a stand-out in the morning mail . . . get attentior 
. get results. Crisp, Gilbert Bond papers have these qualities. 

They're made with new cotton fibres, tub-sized, air-dried and available in 
brilliant new Hi-Fi white. Your printing supplier can tell you 
all about them... furnish you samples. Ask him. 


ILBERT PAPER COMPANY, MENASHA, WISCONSIN 


’ 


oo Nw 
Qy 


Fipee 


PAPERS 


A good letter is always better...written on a Gilbert Cotton Fibre Bond 





For a tough, colorful cover that won't 
show its age, choose Koverite 


COLOR-IMPREGNATED CLEAR THROUGH so the beauty lasts. 
That's one of the reasons why Koverite—the sturdy, 
leatherlike new cover material for books, prese ntations, 
and reports—helps keep presentations presentable. 

OTHER REASONS: koverite comes in a handsome variety 
of roller-embossed grain textures as well as in a wide 
range of permanent colors. Koverite die-cuts cleanly, 
takes screen printing, stamping, and embossing ex- 
tremely well. Rich-looking, durable Koverite is a non- 


Tough to tear, even at the edge, Special corrugated container pro- 


flush-cut covers made o! Koverite tects Koverite stock in shipment to 


resist splitting and fraying, stay the manufacturer. Roll is packed on 
neat, withstand in-and-out-ot book- ao 3‘ |.D. tube and 


case and briefcase wear and tear 


uspenade 
container Assures undamage 
Koverite comes in 3 thicknesses. quality, keeps costs down. 


re 


woven cellulose, saturated in latex, and coated with a 
special luster-giving preparation ( pyroxylin ) that simu- 
lates the appearance of fine leather. 

THE RESULT: A handsome, rugged, water-resistant book 
cover material, available in a variety of permanent 
colors and grain textures. Sensibly low priced, too. A 
Koverite cover costs less to make and less to buy than 
one made of any comparable material that matches 
Koverite’s flawless quality. 


KOVERITE = 


Manufactured and Distributed by The Barash Company, 


A DIVISION OF UNITED STATES PLYWOOD CORPORATION 
FREE KOVERITE SWATCH SAMPLER 


The Barash Company Dept. AR 11-58 
122 Fifth Avenue, New York 11, N. Y. 


Please send me my free Koverite swatch sampler 


wee we wm ewww we wee ee ee eK KK 4 


November 1958 °* ao © 4 





Condensed 
Extended 


Regular 


For complete specimens of this versatile type, see your nearest Bauer Type Dealer or write on your /etter- 


head to: BAUER ALPHABETS, INC. 235 E. 45th Street, New York 17, N. ¥Y. OXford 7-1797-8-9 
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Just Celuten Us 


Let's Win More Friends for Advertising 


One of the reasons why I am enthusiastic about the work of the Advertising 


Council is that it constantly Supplies an excellent demonstration of the public 
service contributions of the industry. 


The current campaign, "Confidence in a Growing America," has been hailed as 
an effective anti-recession drive, in that it has helped to build more favor- 


able public sentiment, which is the basis of most spending, for both personal 
and business purposes. 


Charles G. Mortimer, president of General Foods, and formerly advertising 
director of the company, said in a recent address, "I hope critics of adver- 


tising will remember that the council's confidence campaign has been a public 
service performed by private enterprise." 


The reason I am emphasizing the Advertising Council program is because it 
is quite evident that opponents of advertising -- and that term includes direct 
mail, sales promotion, point-of=-purchase displays and all other related activi- 
ties -- have built up public prejudice against it to a degree that is reflected 
in unfavorable legislation and other restraints on the use of promotion. 


Thus we have constant demands for higher postal rates, with references to 
"junk mail," "Subsidies" to publications, etc.; we see brand names ruled off 
the limited amount of outdoor advertising to be permitted on federal highways; 
elimination of advertising by firms practicing before the Patent Office, and 


the constant appearance of books and articles holding up advertising and pro- 
motion people to ridicule and scorn. 


Advertising needs friends, and every advertiser, agency and producer of ad- 
vertising materials and services should do what he can to win them: first by 
seeing that his own advertising output is beyond reasonable criticism, and is 
fair to consumers, competitors and the public; second, by Supporting the work 
of the Advertising Council and local advertising organizations in their public 
service activities; and third, by calling attention whenever and wherever pos- 


Sible to the contributions which advertising constantly makes to good business 
and good living. 


Acceptance of advertising as a contribution to national progress is vital 
to the performance of its assigned functions. We need more public understand- 
ing and appreciation of its role. Everyone can help to win friends for all 
forms of advertising and sales promotion. The effort to do so will help every- 


one individually and collectively. 


G. D. Crain Jr. 
Publisher 


November, 1958 ADVERTISING REQUIREMENTS Vol. 6 No. 11 
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The Magic City . 
An Atlanta bank uses an exhibit in a sealer to carry the 
story of banking in a community throughout Georgia. 


8 Photos With a Flair . ee en 


The publicity photos introducing the 1959 Chevrolets have 
also introduced a new technique in automobile photography. 


Dick HopcGson 


oeeeeeeeeeeeeeeeeeee 


How Incentives Get Displays ...... 
The fight for space on cigar counters was won by an in- 


re centive campaign that encouraged salesmen for DWG. 
MARKING e 
A | i \ al SQ The World’s Largest Revolving Clock ................ 


If you are going to have an outstanding sign, you might as 
: J well, as did Carter Oil, have an outstanding promotion. 
Blaisdell Markers . | "e 
, . Vin A. Corwin 
write on anything. 


™® How to Save on Your Printing a errr er eee 
CHINA Eleventh in the “Best of AR” series, this article includes 65 


hRaAaRKE ik steps you can take to make economies in printing. 


Bold, bright marking for 


Milwaukee Carries a Torch 
att ctieh surfaces~1S Ee The country’s outstanding ad club journal is examined in 
wae qasare. the tenth of AR’s reports on external publications. 
BENN OLLMAN 


GET THESE Ronson Brochure Shoots the Moon ik tshae tact sk 
BLAISDELL EXCLUSIVES > An unusual mailing, in both size and design, serves as a 
SPEE-D-POINT perforation for powerful promotional tool. Betty AULENBACH 
easy sharpening—STED-D- 
POINT staple for secure lead «=60s(‘’. «{s >| + «=When Paper Does its Part .... 
It takes a special paper to stand up under the hard treat- 
ment handed out by encylopedia salesmen. 


DU-ALL 


Hidden Values Pull Record Responses for General Electric . . 
mecnanical PENCIL The production details behind one of the most exciting di- 


rect mail campaigns of this, or recent, years. 
colors with matching 


C. G. Lewis & T. E. CARPENTER 
leads. 


Marks all surfaces. Six 


How Tags on a String Get Attention for Carstairs ........ 
Write for sample naming this pub- An unusual technique for combining Christmas greetings 


lication. Our many special pencils with a mobile display wins friends. WALTER HAIMANN 
have solved varied marking problems 


hee TEER. tet os Belp yen. How to Get Complete Photo-Coverage ..... 


An unusual method of getting pictures saves both money 
and time for American Smelting & Refining Co. 


Seer Ob See oe Te TD 5 oc ce ce tee eee eceeees 
The story behind an unusual color photograph that at- 


tracted attention to a Columbia record. 
PENCIL COMPANY 


BETHAYRES, PENNA. 





How Motorola Beat the Braves to Boost Sales .......... 


An exciting incentive campaign pitted salesmen against 
the Milwaukee Braves in matching “hits and runs.” 
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NOVEMBER 1958 VOLUME 6, NUMBER 


OF CONTENTS 


Business Gift Suggestions for Christmas — Ill .... 
The third and last of AR’s suggestions for your business 
gift-giving includes more than 40 selections. 


Report from the Premium Show ...............006: 
An agency executive suggests a program for the advance- 
ment of premiums, and a cigaret executive tells of his pre- 


mium program. TED SANCHAGRIN 


How to Amortize Your Exhibit Expense ............... 
Ford Motor of Canada wanted an exhibit that could be 


used over and over again, without being the same thing 
each year. 


Why Johnson Ran an Open House for Suppliers ........ 
A visit to the plant gave new insight on the part of graphic 
arts suppliers to Johnson’s Wax. W. R. GERLER 


™ Do Multi-Packs Boost Volume? ................64. 
A report on a test of the effectiveness of various kinds of 
multiple packing in selling more sardines. RicHarp E. Rerp 


Is Good Typography Worth Paying For? .............. 
A graphic demonstration of the differences between or- 


dinary and expert type setting. JACK FRIEDBERG 


How to Use Humor in Radio Commercials ............. 
A report on the incredible activity and dynamic philosophy 
of Stan Freberg, whose commercials are rocking the nation. 


Pui. SEIrTz 


When Oxen Dance For TV 


French audiences have been entranced by a film 


which 
used a corps de ballet of live oxen. Maurice BENSOUSSAN 


W Basic reference articles for your Adman’s Handbook 


DEPARTMENTS REGULAR FEATURES 


Art & Photography 83 Buyers Guide & 
Audio & Visual Aids Aavertisers Index 
; ae wie Sai eats 

Direct Aavertising 70 Books tor Adme 


L eT , Coming Convention 
a t eX sn ' ) sail S 
ayour & lypograpny Competitions to Enter 


ines 
Packaging & Labeling The Gaitor's Motehool 
Premiums, Prizes & Spe How | Solved It 

cialties laea Album 
Information Wanted 

° + > { J« 
makina Just Be ween U 
. ; Next Month in AR 
Radio, & TV Production 
ta Promotion Almana 


Cl. fe. ; 
Shows & Exhibit Readers Write 
Sians & Display AR Reprint 


Printing, Paper & Plate 


CUSTOM-MADE 


oli ce (ole)s 
Displays 


IN ANY QUANTITY 


We design and manufacture outdoor and indoor 
display signs made of paper, plastic or cloth . . . 
from your rough idea or finished art. Here are a 
few of the many types: 


BIG LETTER-BANNERS 


Give your message extra punch! Let us spell it 
out with big 13’ x 19” heavy-duty cloth letters 
or numerals, and sew on ropes ready to put up. 
Regular or Day-Glo. Can be seen a block away! 


PANEL-PENNANTS 


LIVE BETTER ‘he 
Electrically as 


Frame your banner with colorful flag pennants. 
Banner and pennants sewed together on ropes, 
ready to put up. 


POSTERS AND STREAMERS 


Prt aid Let posters and streamers work 
PE labnel ° 
for you on windows, walls, poles; 
in driveway and parking areas. 
We make them in paper, cloth 
or plastic . . . in any size, color 
or quantity. 


FLUORESCENT CUTOUT LETTERS 


Anyone can make a smart cus- 
tom-made sign in a jiffy with 
these neon-bright paper cut- 
out letters. Two sizes: 9” (in 5 
colors) and 20” (red). Any 
selection of letters and numer- 
als or complete sets. 


CLOTH BANNERS 


Use them over driveways or streets, in parking 
lots, or on building fronts. In bright fluorescent 
or regular colors. Made of heavy drill-cloth, 


PRINTED PENNANTS 


Display your own trademark or message indoors 
or out on printed pennants . . . in plastic, paper 
or cloth. Sewed to rope or tape and ready to 
put up. 

Write for FREE CATALOG 


Meecha Sas 
KML me 
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TAS 


MO ea 
GIVES YOU A 


Hea 


TAG 


Me 


if just getting any kind of tag is your 
objective, then anybody in the tag business 
can satisfy you. But ponder this—today’s mer- 
chandising picture requires your tag to do a 
big job... of stopping, of selling and of keep- 
ing consumers sold. To make your tag most 
effective it needs this combination of plus 
benefits that only Rothchild gives to you 
AT NO EXTRA COST! 


e analysis of your present tag usage and 
specific recommendations for improved 
tag program. 


e color counsel from Faber Birren, Amer- 
ica’s leading color expert. 


e facts from continuing research studies 
indicate trends (see coupon below). 


e new surface textures for capturing visual 
appeal—Meti-Glo inks, Shimmerglo foils, 
Day-Glo and other specialty effects. 


a stock backgrounds to give you two color 
tags for a trifle more than cost of 1 color. 


e award winning art and copy departments. 


e over a half century of experience in pro- 
ducing tags that sell your products. 


FILL IN COUPON NOW! GET FREE PROOF! 


(eee eee ee eee eee eS SE SSS SSS SSeS SEE eee 


TAG & LABEL DIVISION 

ROTHCHILD PRINTING COMPANY, 

52 East 19 ST., N. Y. 3 

[1 Send TAG SAMPLER _[-j Send ‘‘TIPS on TAGS” 


(0 Send ‘‘The Use of Tags in Seals of Approval 
and Third Party Endorsements” 


(— Send METL-GLO metallic ink chart 


[] Send the ‘‘MODERN TAG,"’ an analysis by 
Faber Birren, outstanding colorist 


(0 Send Birren color analysis on tags enclosed. 
Also quotation on M 


(1 Send estimate on enclosed tags, as is, on 
M 


[) Send Representative to discuss a tag program 


Name 
Company 
Address 


The Editors 


Report from DMAA... 


Admen determined to 
move ahead despite 
postal rate increases 


If the nation’s direct mail people 
are really worried about the effect 
of postal increases, they certainly 
weren't about to make the fact 
known during the annual Direct 
Mail Advertising Assn. convention 
in St. Louis. 

The 1958 convention could well 
have been titled, “Back to Normal.” 
For the past several years, DMAA 
meetings have been hung with black 
crepe as admen cast a wary eye at 
the specter of increases in postal 
rates hovering on the horizon. 

Now that rate increases are a 
reality, it appears that direct mail 
advertisers have put their worries 
behind them and are determined 
to make the necessary adjustments 
so they can concentrate their atten- 
tion on the old problems of doing 
the best possible job with the me- 
dium. 

As a matter of fact, all indications 
are that the use of direct mail—at 
least on a national level—will go up 
during the coming year, rather than 
suffering a decline in volume be- 
cause of Uncle Sam’s higher post- 
age rates. 


» One of the highlights of the con- 
vention was the display of winners 
in the annual DMAA competition. 
Abbott Laboratories walked off with 
the Gold Mail Box award for the 
“Best of Show,” but our attention 
was particularly taken by the 
unique campaign developed by Gen- 
eral Electric. 

Here campaign that ac- 
complished a frequently impossible 
task—-getting prospects to call the 
salesman. For the complete story on 


Was a 


FOPOUEOUOOROROOEOES tecepeeeee FOPEURUEOUOECEOCCCEOEOOESECCEDOSOROROOGRROOROEOOEES 


Display typefaces in this issue 


what we feel 
imaginative 
see page 70. 

It should be noted in passing that 
the St. Louis group which staged 
this year’s DMAA convention did 
an excellent job in organizing and 
presenting one of the best programs 
in many a year. Full-blown speeches 
were kept to a minimum and most 
of the time was devoted to sessions 
in which all conventioneers 
participate. 


is the year’s most 


direct mail campaign, 


could 


> You may recall that we had some 
not too complimentary remarks to 
make after attending the Exhibitors 
Advisory Council's “Show for 
Shows” (Sept. AR, p. 6). Some EAC 
members have suggested that we 
were out-of-line in being publicly 
critical of a worth whole trade as- 
sociation—even though they agreed 
that there was plenty of basis for 
the criticism. 

As we hope we made clear in the 
September issue, we feel that there 
is a real need for a strong EAC and 
for its clinic and “Shows for Shows.” 
It was just that this year’s big an- 
nual event didn’t provide the kind 
of service which EAC 
able to offer members. 

We welcomed a recent letter from 
EAC president H. H. Howry Jr. an- 
nouncing that the board of directors 
had decided “to reorganize the man- 
agement and operations of EAC in 
order to improve our services to 
members.” The first step was the 
appointment of Davis W. Snow and 
Associates to manage the organiza- 
tion staff and operations. Mrs. 
OEnone D. Negley will continue as 
EAC executive secretary. 

One service of EAC of particular 
interest to a lot of AR readers is 
the association’s annual directory of 
conventions and trade shows. We 
have found that this directory is 
relatively unknown since we fre- 


should be 


FUEUUECEOEECOROUEDOCEOOCODEOEDEROHOEOUECOROSOCROEOCEDEOERCEOOEES FOPeeeeeeeneneeee “ 


29—Handlettering; 35, 39——Dom Casual; 41— 


Bodoni Black Italic; 53—-Craw Clarendon; 60—WMistral; 70—Tempo Bold & Adletter; 

83—Karnak Black & Black Condensed; 88—-Bodoni Campanile; 91—Handlettering 

107—Tempo Bold; 109—Balloon; 111—Steel Bold Condensed; 117—Karnak Black 
| Condensed; 123—Garamond Bold Italic; 127—Holla. 


City State 
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Whether it’s for ledgers or for 
lithographing ... or for scores of other 
uses ... Nekoosa makes a paper for every 


business and for almost every business 


requirement. Are you using Nekoosa Papers 


now? If not, discover for yourself why they 


are among the largest selling papers in America. 


Nekoosa 
Nekoosa 
Nekoosa 
Nekoosa 
Nekoosa 
Nekoosa 
Nekoosa 
Nekoosa 
Nekoosa 


Bond 

Ledger 

Duplicator 

Mimeo 

Manifold 

Offset 

Fax 

Opaque 
Master-Lucent and 


companion ARDOR Papers 


NEKOOSA-EDWARDS PAPER COMPANY 
Port Edwards, Wisconsin 


Mills at Port Edwards and Nekoosa, Wisconsin 
and Potsdam, New York 


Comet discovered by Edmund Halley 1682 
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get more sales 
impact on P-0-P 
pieces... 


TLC AR Lk 


Pr tle 
PROCESS TL ah 
yD ae 
bus Nd 


\ A must for anyone 
{connected with 
\ creating, produc- 

ing, and O.K.'ing 
Point-of-purchase 
\ layouts and fin- 
\ ished art. 


pisPLAYs 


Write today for these helpful, free NAZ-DAR 
silk screen ink color cards . . . one for gloss, one 
for flat finishes. 

Here is your opportunity to work directly 
from color chips approximating the finished 
screen process printing effect. You can deter- 
mine in advance the appearance of different 
color combinations . . . how flat and gloss areas 
can be utilized for real visual selling impact... 
and then clip a sample of the actual color to 
your layout or art. 

Special bleed-mounted chips . . . technical 
hints to get special effects .. . these NAZ-DAR 
color cards offer invaluable advice to everyone 
concerned with planning a screen process 
printing job. Write for yours today. 

And remember, NAZ-DAR Fast-Dry Screen 
Process Inks are used on more Point-of- 
purchase advertising material than any other 
brand . . . all over the world! 


Consult your silk screen 
printer for helpful P-O-P 
suggestions. 


The NAZ-DAR Company 


461 Milwaukee Avenue 
Chicago 10, illinois 
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quently get letters from readers 
asking where they can obtain a list 
of forthcoming trade shows. If you 
want more details, you can get them 
from Mrs. Negley at EAC headquar- 
ters, 39 Cortlandt St., New York 7. 


UNION 
CARBIDE 


> Here’s an idea that we would like 
to recommend to every company. 

A one-stop reference source for 
editors has been “packaged” by 
Union Carbide Corp., New York. 
The plastic-bound volume contains 
four major features: 


e A 10-page “Editors’ Facts Sheet,” 
giving a run-down on Union Car- 
bide and its 16 divisions and sub- 
sidiaries. Each of the listings gives 
a basic description of the unit, its 
activites and press contacts—includ- 
ing the home phone number of each 
man. 


e A 16-page booklet, “Products of 
Union Carbide Corp.” This attrac- 
tive section contains an alphabetical 
listing of the company’s products, 
a list of Union Carbide trademarks, 
a condensed summary of products 
and a full list of all sales offices. 


e A colorful 40-page booklet, 
“Union Carbide Products & Proc- 
esses.” This supplements the other 
products booklet by giving editorial- 
type material on the company’s 
basic activities. The 72 photos which 
illustrate the booklet provide edi- 
tors with a_ valuable picture 
“morgue.” 


@ Union Carbide’s latest annual re- 


port, a well-illustrated 44-page 


| booklet with plenty of basic ref- 


erence material on the company. 


While many companies send edi- 
tors the individual items which 
make up Union Carbide’s “Editors’ 
Facts Book,” the idea of combining 
all of the material into one basic 
reference guide with its own cove! 


is an excellent innovation. Since 


_ most of the materials are available 


in the average company, the only 
extra expense is the special cover 
(which need not be fancy) and the 
binding. The cost of these items may 
easily be offset by the savings in 
mailing the material as a single unit, 
rather than as four separate mail- 
ings. 


>In a similar vein, we'd like to 
recommend a seldom-practiced 
technique used by The Philip Lesly 
Co., Chicago p.r. agency. We re- 
cently received a set of 3x5” cards 
listing types of information avail- 
able from the Lesly organization. 

There was one card for each of 
the agency’s clients, with a capsule 
description of the client, its prod- 
ucts and what kinds of publicity 
material are available. The back of 
each card listed the key personnel 
of the Lesly organization in Chi- 
cago, New Lork, Los Angeles and 
Detroit with both office and home 
phone numbers. 

Before this technique can become 
really successful, it will have to be 
adopted by more p.r. people. Most 
any editor would welcome material 
of this nature and would be happy 
if he could build a detailed file of 
contacts for publicity material. 

No need to wait until the tech- 
nique is universal, however. Even 
if your cards aren’t actually filed, 
they provide an excellent medium 
for alerting editors to what ma- 
terial you have available. 
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“BLAZE SWEEPS 
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our ime of weed, THE TED PROVT mG COMPANY Sern. 
BUSINESS as UsvALT - 


Being barbecued and waterlogged has sot dampened our spirit 
We are etl equipped te continue handling and servicing al 
priating seeds 


Nee J 
> The imaginative folks down at The 
Stein Printing Co. in Atlanta didn’t 
let a disastrous fire slow them down 
more than a little. While firemen 
were still battling to put out the 
flames, Stein’s competitors — more 
than 30 of them — had volunteered 
help to keep the company in opera- 
tion. Even the International Press- 
men and Printers Union quickly 
authorized its members whether 
employes of Stein or not — to work 
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SORG's 


PARCHTEX 


Sparkling new. . . distinctively different . . . excitingly glamorous! 


That sums up in a few words the almost unanimous comments of 
printers and paper buyers on PARCHTEX— Sorg’s new, luxurious 
paper with the distinctive texture and appearance of fine parchment. 


PARCHTEX prints beautifully by a variety of methods including 
letterpress, offset, thermograph, or silk screen. . . and is strikingly 
impressive when used for printed pieces that are designed to be 
different. 


Sorg’s PARCHTEX is available, in stock, in Natural, sparkling 
White, soft Green, delicate Pink, and a beautiful Blue tint—in both 
text and cover weights. 


Ask your paper merchant or write us direct for a PARCHTEX 
swatch book. 


WHITE TEXT - 24 Ib. 
NATURAL TEXT - 24 Ib. 
PINK TEXT - 24 Ib. 


BLUE TEXT - 24 Ib. 
GREEN TEXT - 24 Ib. 


WHITE COVER - 65 ib. 
NATURAL COVER - 65 Ib. 


PINK COVER - 65 Ib. 
BLUE COVER - 65 Ib. 


GREEN COVER - 65 Ib. 





SORG's PARCHTEX 


wind 


IS 
DISTRIBUTED 


BY ‘s 


AKRON Bermingham & Prosser Company EVANSVILLE Butler Paper Company NEW YORK Alling & Cory Company 


Champion Paper Corp. of South America 
ATLANTA Sloan Paper Company FLINT Beecher, Peck & Lewis Harbor Paper Company 


Rheinhold-Gould, Inc. 
BALTIMORE The Barton, Duer & Koch GRAND RAPIDS Carpenter Paper Company 


Paper Co. 


OAKLAND Nelson Paper Company 
BATON ROUGE Louisiana Paper Co. GREEN BAY Steen-Macek Paper Company 


OKLAHOMA CITY. Oklahoma Paper Company 
BIRMINGHAM Sloan Paper Company HARRISBURG Paper Distributors of Harrisburg 


ORLANDO Central Paper Company 
BOSTON Andrews Paper Company HARTFORD John Carter & Co., Inc. 


John Carter & Co., Inc. Henry Lindenmeyr & Sons Inc. PHILADELPHIA W. B. Killhour & Sons 
Century Paper Company 


HILLSIDE Henry Lindenmeyr & Sons, Inc. PHOENIX Butler Paper Company 
CANTON Herrington Paper Company 


HOUSTON Houston Paper Company PITTSBURGH Alling & Cory Company 
CHARLOTTE Charlotte Paper Company 


JACKSONVILLE Jacksonville Paper Company PORTLAND Paper Mills Agency, Inc. 

CHATTANOOGA Sloan Paper Company 
+ PROVIDENCE John Carter & Co., Inc. 
CHICAGO domes White Peper Comoon KANSAS CITY Wertgame Paper Company ohn Carter o., Inc 


CINCINNATI _ Chatfield Paper Company LANSING Weissinger Paper Company RALEIGH Raleigh Paper Company 
Diem & Wing Paper Company LITTLE ROCK Arkansas Paper Company ROCHESTER. Genessee Valley Paper Company 
CLEVELAND Brewer-Chilcote Paper Company 


Union Paper & Twine Company LONG ISLAND CITY Henry Lindenmeyr & ST. LOUIS Graham Paper Company 
Sons, Inc. Tobey Fine Papers Inc 
COLUMBUS Scioto Paper Company 


LOS ANGELES Blake, Moffitt & Towne SAVANNAH Atlantic Paper Company 
CONCORD John Carter & Co., Inc. Columbia Paper Company 


neenes Sennen Coneun LaSaile Paper Company SHREVEPORT Louisiana Paper Company 
DAYTON Seats Giite Gates Bem MACON Macon Paper Company SPRINGFIELD Springfield Paper Company 
DENVER liaise Minis MIAMI Everglades Paper Company TALLAHASSEE Capital Paper Company 
DES MOINES Newhouse Paper Company MILWAUKEE Standard Paper Company — mane Seer Seety 
DETROIT Butler Paper Company MINNEAPOLIS — nee Tener Seennes 


Newhouse Paper Company 
Chope-Stevens Paper Company 


t WASHINGTON The Barton, Duer & Koch 
Seaman-Patrick Paper Company MOBILE Partin Paper Company Paper Co. 


SORG STOCK LINES 
WHITE SOREX © CREAM SOREX © LEATHER EMBOSSED COVER © PLATE FINISH ® EQUATOR INDEX BRISTOL 
MIDDLETOWN POST CARD © 410 TRANSLUCENT © No. | JUTE DOCUMENT © SORG'S BLOTTING 
REGISTER BOND © TENSALEX © GRANITEX © PARCHTEX 


@® EQUATOR ANTIQUE 
e@ BRILLIANT VELLUM 


© Manufacturer's and Converters of Stock Line and Specialty Papers 
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any amount of overtime at regular 
wages to get the company back on 
schedule. 

The very day following the fire, 
Stein exhibited the astute promotion 
timing upon which we've had op- 
portunity to comment before. A let- 
ter on charred stationery, headed 
“Hot Off The Press,” was on its way 
to customers and prospects stating 
proudly that the company was “still 
in business as usual” (see cut). 

The fire was big news down in 
Atlanta and we found special inter- 
est in one paragraph of the Atlanta 
Journal's story: 

“While firemen were still battling 
the blaze, one employe in the plano- 
graph typing department had her 
desk and typewriter set up on the 
sidewalk and continued to work on 
a rush job amid the confusion. She 
met the partial delivery date that 
afternoon.” 

As Stein’s charred promotion let- 
ter said, “Being barbecued and wa- 
terlogged has not dampened our 
spirit.” 


> Good example of what happens 
when an adman turns his mind to 
other fields is a unique new toy for 
children developed by Tom Lawson 
of New York. He applied his sales 
promotion and_ point-of-purchase 
experience to the development of 
“Jack’s House,” a versatile kit with 
which moppets can build everything 
from a play house to an imaginary 
three-stage missle or a submarine. 

Mr. Lawson built the original 
from some old mailing tubes to keep 
his own children amused; then built 
some more for neighbor’s children. 
Finally he went into commercial 
production with all-plastic elements. 

The commercial “Jack’s House” 
kit (see cut) is described as “a life- 
size construction set capable of 
making hundreds of different day 
dreams come true.” It has simple 
joints and readily disassembles to 


store in a relatively small box. Gaily 
printed plastic panels fit on the sides 
of any structure, with reverse sides 
that are chalk-markable. The kit 
will retail for $14.95. You can get 
more details from Lawson & Lawson 
Inc., 723 Seventh Av., New York 19. 


mr. and mrs. donald w. athearn 
announce the marriage 

of their daughter 

foan taylor athearn 


te 

walter edwin dawson 
august 15, 1958 
gotistown, new hampshire 


» Another adman put his talents to 
work to produce a unique wedding 
announcement for his daughter (see 
cut). The modern format must have 
startled some of the friends of 
Donald W. Athearn, account execu- 
tive at Peter J. Agafiotis & Associ- 
ates, Manchester, N. H. 44 
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Building Industry Promotion 

Sponsored by Practical Builder, 5 S. 
Wabash Av., Chicago 3. Open to anyone 
in the home-building business. Oscars 
will be awarded to the winner in each 
of 3 eligible groups on the basis of the 
advertising campaign developed for the 
sales of these homes built and sold in 
1958. Eligible groups include 
builders of from 1 to 25 houses; 
builders of from 26 to 100 houses: 
builders of more than 100 houses. 


Closes Nov. 30, 1958 
Musical Themes in Advertising ' 
Confer- 


Sponsored by American Music 
ence; information from the Philip Lesly 
Co., 100 W. Monroe Street, Chicago 3. 
Covers any printed or outdoor advertise- 
ments using a musical theme to promote 
non-musical products, or services. There 
are no restrictions on who may submit 
entries. 


Closes Jon. 12, 1959 
Lithographic Awards 


Sponsored by Lithographers Natl. Assn. 
Inc., 597 Fifth Av., New York 17. Open 
to all lithographic plants, regardless of 
association affiliations. Awards cover 49 
classifications of material produced in 
the last year. Special categories this year 
inelude the “Lithographers Own Pro- 
motion” consisting of — self-advertising 
material produced by plants to promote 
their own services, and a new sub-divi- 
sion under point-of-purchase material 
entitled “Outdoor Displays — Paper, 
Board, Cloth and Other Material.” In 
the packaging classification, labels and 
wrappers produced by other processes 
will be accepted because of the strides 
in that specialty. Six awards in each 
classification will be chosen. 

Closes Jan, 13, 1959 


Appearance counts. Practi- 
cability counts. Flexibility, 
durability, economy count. 
And you can have them all 
if you use Accopress Binder 
covers for your catalogs. 


Accopress Binders come 
in 5 colors, may be printed 
or embossed as you wish. 
They're loose-leaf, lie flat, 

open flat, stand plenty of handling, can be 
expanded as desired, have no expensive, 
space-wasting mechanisms. Their low cost is 
famous. Write us your needs or ask your 
stationer to show you the complete Acco line 
for keeping papers together and safe in every 
department of your business. 


The Accopress 
Binder com 
bines loose leaf 
convenience, 
large capacity 
and economy. 
Ideal for Cata 
log Covers, 


When 
come 
bound 
the Ai 
insert 
Fasteney 
Folder 


anothe 


ACCOBIND folders 
ACCOPRESS binders 
PIN-PRONG binders 


(for marginal multiple punched forms) 


ACCO clamps 
ACCO punches 
THE ACCOWAY SYSTEM 


(for filing Blueprints and all large sheets) 
and other filing supplies 


ACCO PRODUCTS 


A Division of NATSER Corporation 
Ogdensburg, New York 


Acco Canadian Co., Lid. 


Toront 
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WE CAN HELP YOU 


BUILD YOUR BRAND 
IMAGE with “CUSTOMIZED” 
LIGHTED DISPLAYS! 


This spectacular Sales Aid is a conversa- 
tion-piece in bars throughout America! 
You too can excite admiring comment 
with a special lighted display designed 
exclusively for you. Any size, shape or 
color—with or without animation (display 
shown above revolves, adding action to 
the world-famous *‘Schlitz’’ logotype). 
Write for details NOW! 


THOMAS INDUSTRIES INC. 
410 S. Third St., Louisville 2, Ky. 
Leaders in Creative Lighting 


GET THE FACTS! MAIL THIS TODAY! 


410 S. Third St., Louisville 2, Kentucky—Dept. ADR-11] 


We are interested in learning more about your “custom- 
ized” lighted displays. Please have a representative cal! 


Company Name 
individual 
Address. 


City Zone. State 


ee ee ee ae ee 
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iI SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Adapts Layout to Printer 
And Cuts Printing Costs 


With block-making, postage and 
wages still rising, we recently in- 
vestigated our printing method to 
see if there was any way we could 
save on the money spent yearly on 
inserted leaflets and mailing sheets. 

We found this saving by building 
our layout to the size of the printers’ 
machines. The “normal” method in 
production departments is to pro- 
duce layout and leaflet irrespective 
of whether there will be wastage of 
paper, or of how many “up” the 
printer can get on his press. 

Today, we get maximum copies 
per sheet and paper wastage limited 
to gripper-edge only. With one 
printer we save 25°, and we found 
that low printing costs could be 
guaranteed since the printer could 
now switch from one machine to 
another when necessitated by other 
urgent orders. Or he could run 
some colors on one machine, the 
rest on another, alternating to com- 
plete the job. 

This cut his overhead by a big 
margin, and the savings could be 
passed on to us. 

R. S. Lyons 

George Newnes Ltd., London, 
England 


Folders Track Projects 
From Start to Finish 


Keeping track of “dream-stage” 
projects, and the time spent on 
them, used to be one of our most 
irksome problems. Once a job was 
client-okayed, production proceeded 
under the numbered job-envelope 
system. But until then, a project 
could involve any number of lay- 
outs, quotes, samples, copy and 
notes scattered among departments 
with no clear picture of the project 
anywhere. 

All this was eliminated by putting 


every new project in an individual 
folder of tough blue chipboard with 
reusable name tabs right at the 
start. The tab also clips a small form 
which is padded, pre-numbered and 
spaced for date and project name 
inside the cover. 

The name and number assures 
clear understanding and _= specific 
time-charging. When a project is 
okayed, production transfers the 
material and the form to a job en- 
velope. If it’s cancelled, the art de- 
partment can salvage its contents 
for the future, and if it’s tabled, the 
entire folder may be held in the 
account exec.’s files. 

Gorpon E. Navan 

Vice President, Norman-Navan 

Advertising, Grand Rapids, Mich. 


Different ‘Dummy’ Format 
Aids Annual Report Job 


Our client needed a dummy for 
an annual report. But the constant 
changes on each page made keep- 
ing it neat and up-to-date almost 
impossible. 

The trick that saved us time and 
trouble was to forget about the 
ordinary stapled or saddle-stitched 
dummy and start using a loose-leaf 
note book. 

This odd but practical format 
made it easy for us to incorporate 
the changes and still keep it read- 
able. 

Icor BELINKOFF 

Allen, Lane & Scott, Philadelphia 


Plywood Window Shades 
Keep Layout Data Secret 


Like many other retail ad men, 
I work on layouts three and four 
weeks in advance. Many of these 
layouts are already priced and 
therefore highly “classified” infor- 
mation. 

My problem was keeping the lay- 
out at once readily available and 





yet safe from the eyes of the nu- 
merous space and product sales- 
men who frequent this office. 

I have solved it by having the lo- 
cal lumber yard cut five pieces of 
half-inch plywood the same size as 
the top of my drawing board. To 
the top of each of these, I affixed a 
regular window shade. These are 
now a permanent part of my five 
portable drawing boards. 

When the layouts are finished, I 
hang the portable drawing boards 
on the wall. To cover top-secret 
data, I simply pull down the shade. 

Rosert R. CARLSON 

Food Giant Markets, Los Angeles 


Uses Line Photo Combo 
For Model Illustrations 


On seeing your “Cartoophoto” 
story recently (see AR, April), I 
was reminded of how this line 
sketch photo combination had 
solved an illustration problem for 
me. 

When our company had given our 
trucks a new “face lifting” we 
wished to announce this immediate- 
ly without waiting till the various 
models were off the line. 

So, instead, we photographed the 
drive end of our prototype from 
two different angles. Then an artist, 
working from photographs of the 
basic models but with the old type 


front end, made drawings of each 
of the six basic truck models as 
they would appear with their new 
“faces.” 

Our severest critics, the men sell- 
ing this equipment in the field, 
thought it was an ideal solution, so 
we feel the technique was com- 
pletely successful in this particular 
area. 

WILLIAM BUSSE 

Revolvator Co., North Bergen, 

N.J. 





ROADSIDE 
or 


POINT-OF -PURCHASE 
FIRE - - - AUTOMOBILE 


BU aes 


| eee ey. t 


INSURANCE 
CASUALTY - - - BONDS 


440" 
~S 
> Silk screen 


Ww 

° processed on steel 
Y or aluminum. Any 

” 
id size or style in modern 
creative design, Plain 
or ‘‘Scotchlited’’. 
Use our design- 
ing service - - 
it's FREE! 


4 

9° 

%, 
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\. SEND FOR CATALOG SIGN & MFG. CO. 
> IN FULL COLOR G RACE 3601 S. SECOND ST. 
ST. LOUIS 18, MO. 


INTERNATIONAL: 


WATTIER 
Process 
.. The Improved Gravure Engraving Method... 


ENSURES PERFECT COLOR BALANCE AND REGISTER 
BETWEEN CONTINUOUS TONE AND SCREEN POSITIVES 


The screen positive is made by contact 


...and that’s only one of the distinguishing improvements offered 
by the INTERNATIONAL-WATTIER Process. All its advantages 
add up to BETTER COLOR REPRODUCTION. 


Ask us to give you complete details! 


= 


ROTOGRAVURE ENGRAVERS 


. SPECIALIZING IN COLOR 
nlewna. tonal, 
39 West 60th St ‘ Sn 
NEW YORK 23, N.Y (fromme NC. 
Phone. Circle 5.8750 


LOS ANGELES Soles Office: 232 East 4th St., Phone: MUtual 7341 


SUPERTONE, INC. 
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Up 


P.T.A., and other groups. 


president of American 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


of local sponsoring firms. 


Outstanding 


P.O.P. ideas 


Featuring the World's Most 


Versatile Self-Sticking Adhesive! 


IDEA NO. 142 
K-S “‘Magic’’ for Presto 


Meanwhile, back in Eau Claire, 
Wis., Kleen-Stik helps promote a 
different clean-up. This label for 
National Presto Industries, Ine.. 
shows how their ‘Control Master”’ 
fits on five Presto appliances .. . yet 
removes quickly for easy washing of 
Sauce Pan, Fry Pan, or what-have- 
you pan. And because the label’s 
made of magical, moistureless 
Kleen-Stik, it sticks tight, yet 
p-e-e-l-s off easily when desired. 
Bill Lindsay, Presto Adv. Megr., 
sparked the idea, carried thru “‘jim- 
dandy” production by Everett 
Soley of Johnson Printing, Inc., 
Eau Claire. 


You'll find plenty of sales 
“magic” in colorful, compell- 
ing P.O.P. displays and labels 
of self-sticking Kleen-Stik. 
Your regular printer, litho- 
grapher, or silk screener can 
explain the trick. 


Kleen 


with 
KLEEN-STIK ! 


IDEA NO. 141 


Making Georgia a “‘peachier’’ state 
was the job tackled by the Haber- 
sham Garden Club of Atlanta 
with this novel “Litterbug”’ bag. 
Led by prexy Mrs. Robert Hallock 
the Southern belles distributed 
30,000 of ’em thru Girl Scouts, 
The 
Kleen-Stik tab igs so easy 
peel-an’-press into place on auto 
dashboards, store counters, office 
walls—practic’ly any place! Nifty 
production job by Chester Martin, 
Litho- 
graph Co., Atlanta, with imprints 


to 
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03s SE Gary eres 


Pioneers in Pressure-Sensitives 
for Advertising and Labeling 


7300 W. Wilson Ave. ®@ Chicago 31, Ill 
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Objects to Some Inserts 


© | must file an objection to the ar- 
ticle “New Freedom for Ad Men in 
the New Postal Bill.” (AR, August) 
Any publication which encourages 
the use of heavyweight inserts is 
simply inviting the eventual destruc- 
tion of any asset it may now claim 
in cover-to-cover readership and 
maximum exposure of any advertis- 
er’s message who uses regular run- 
of-book advertising. 

As a buyer of national periodical 
space, I shall continue to discount 
for consideration on our space 
schedules those magazines which 
yield to the pressure for heavy- 
weight inserts of any material. I 
think publications should, in their 
own interest, consider the long- 
range aspect of turning their pub- 
lications into a sampling and bill- 
board medium rather than a 
conveyance for valuable editorial 
information. 

CHARLES W. SIMPSON 

Dir. of Sales Prom. & Ad., Art 

Metal Construction Co., James- 

town, N. Y. 


(The effect of inserts on readership 
is one of those moot points in adver- 
tising that has not yet been settled. 
At AR, the response to our Readers’ 
Service items indicates that reader- 
ship is not lowered. See “Editor’s 
Notebook” for October for more of 
our thoughts on this subject. . . Ed.) 


Stock Film Offer 


® Do you have a list of businesses 
that make tv commercials? A few 
companies (from cigarets to auto- 
mobiles) have been so pleased with 
their Trail scenery shots and our 
arrangements to help them that we 
have decided to issue an open in- 
vitation to all. 

While we ask no film credit, we 
find that when used by salesmen, 
ad agencies and tv stations, our 
scenic shots bring plenty of atten- 
tion. The companies and ad agencies 
are also kind enough to forward to 
us such inquiries as these: 


® Where is that waterfall? 
e Can we visit the old grist mill? 


@Where is the mountain road with 
all the birches? 


® What is the name of the blonde 
in the swimming hole scene” 


Apparently guessing the locale of 
tv shots is quite a game. One letter 
said, “My husband says it is in 
Tennessee, but I know it’s right 
here in Georgia.” Another identi- 
fied an ancient Rolls Royce in one 
of our shots as a Packard in Cal- 
ifornia. 

With beautiful fall foliage running 
from mid-September to mid-Oc- 
tober, perhaps you'd like to tell 
your readers about our free—except 
for out-of-pocket expense—film 
service. 

Mitton L. Fircu 

Secy., Mohawk & Taconic Trail 

Assn., Charlemont, Mass. 


Increased Use 


® It dawned on me one day last 
week that I am using the editorial 
tips and the services of your adver- 
tisers now that I am in the publicity 
and public relations field on my own. 

Twelve years in the advertising 
agency field didn’t produce nearly 
as many inquiries as we have made 
in the past two or three months. 

If I may, gentlemen, I would like 
to state that I think ApbverTISING 
REQUIREMENTS is one of the most 
useful and informative magazines to 
which we subscribe. Your staff has 
been tremendously helpful and we 
are grateful for your loyalty to us. 

ANDREW COWANS 

Andrew Cowans Inc., Public Re- 

lations, Montreal, Que. 


(Thank you for your remarks, and 
you may certainly state it. We’re 
glad to have been of help, and hope 
to continue that way ... Ed.) 


Unbelievable Figures 


e In a recent issue of your most ex- 
cellent publication, you had an arti- 
cle about how a smart paper sales- 
man sold a job using a paper about 
two or three times more expensive 
than previously printed and saved 
the customer money in the process 
(“A Guide to Economy in Paper 
Buying,” August). 

The big saving that this paper 
genius devised was to eliminate the 





“WE WANT THE RICHEST, MOST SPARKLING 
COLOR REPRODUCTIONS POSSIBLE!” 


The request was Pan-Am’s—in reference to the 
1959 version of their world-famous calendar. 
Hal J. Laird, Manager, Sales Promotion of Pan 
American World Airways, insisted on the whitest 
paper available. Chosen by the printer to 
meet this requirement was paper containing 
CALCOFLUOR* White, Cyanamid’s brilliant 
fluorescent dye. 


in the photo, Mr. Laird is checking the first 
full color proofs with Chester ‘‘Blackie’’ 
Kronfeld, Manager, Photography of Pan Am. 
They are both delighted with the brilliant, 
‘‘transparency-projection quality’ that fully 
captures the excellence of the photographic art. 


Your promotianal pieces can also benefit from 
an attention-flagging whiteness, an extra crisp- 
ness in typography and rich contrasts in blacks 
and grays. Your color work can be outstanding. 
Just specify CALCOFLUOR-treated papers for 
bulletins, annual reports, calendars, letter- 
heads, advertising brochures. 


Ask your printer or jobber for samples of paper 
containing CALCOFLUOR White, or write to 
Cyanamid. 


*Trademark 


AMERICAN CYANAMID COMPANY 
DYES DEPARTMENT 
Bound Brook, New Jersey 
New York + Chicago + Boston + Philadelphia 


Charlotte + Providence + Atlanta - Los Angeles 
Portland, Oregon 


Cyanamid of Canada Limited 
Dyes Department + Montreal and Toronto 


—S 
Symbol for Quality Dyes 





cost of hand sealing and the cost of 

hand-stamping 54,000 booklets, 

which the author gave as $2,160 for 

h 7 each operation. This is at least ten 

Next Mont if times what it should be. I believe 

someone made an error, and instead 

of multiplying by approximately $4, 

they used a rate of $40 per thousand. 

We do a world of hand-sealing 

and stamping in our plant, and our 

usual price is around $2.50 per M. 

JEROME B. OSHEROW 

Advertisers Addressing System, 
St. Louis 


(We passed this letter on to the 
author, and got this reply: “When 
the details of the story were first 
sent to me by a friend — at least 
four years ago — I asked one of the 
New York mailing houses to check 
the figures. I’m no authority on 
mailing costs. The New York firm 
confirmed the out-of-town paper 
salesman’s accounting. 

“Mr. Osherow makes such a good 
case, I’m at a loss for a response 
that makes sense, except to say that 
the facts as given me were checked 
and found correct at the time. If I 
didn’t have Mr. Osherow’s word for 
it, I wouldn’t know that the services 
of sealing and stamping could be 
obtained so inexpensively now.” 


Ed.) 


‘Textbook’ on Exhibits 


What can you learn 


©® No doubt you have received hun- 
dreds of letters by now praising 
your article “105 Ulcer Reducers for 
Exhibitors” (Best of AR, Septem- 
ber). It is the best “textbook” I have 
ever seen on trade shows. 

I have mailed the article to the 
builders of our displays with the 
suggestion that they mail reprints to 
all their customers. 

Keep up the good work! 
which will be adopted by American exhibitors in : GEORGE B. RortH 
er is ancien Tis delta Ad. & Sales Prom. Mgr. Rival Mfg. 

_ er eee peat Se ee ; Co., Kansas City, Mo. 


from a world’s tatr? 


Like the young lads above, who are listening to multi-lingual 


{ exhibit, American admen can learn many 
» Brussels’ World's Fair. 
ar, you've read many reports on the ex- 
id's fair in two decades. Each exhibit has 
anned and praised. But regardless of the merits of 


| exhibit, the fair produced innovations in display 


reaqgers make an 


objective analysis of the most 
pany . Thanks for your compliments. Re- 
sting techniques used by fair exhibitors, the December AR (1 f yi ae 
ai decd 7 hn Cricht ae prints are available at 25c per single 
ill sent a de alysis prepared by John Cr edi- : . : 
| present a detailed analysis prepared by John Crichton, edi- = cane, lenner orice: in quentite. Ack 


vertising Age. Editor Crichton’s report, prepared on-the our Reprint Editor for #309... Ed.) 


‘ene in Brussels, isolates the techniques which are most likely 


influence exhibit thinking in the years ahead 


Wants Reprints 


In the December AR, you'll ® We would like the right to reprint 
+] ke th weele ol the : the article by Ernest J. Hodges, 
ee ee re “How to Build Public Service 
Brussels fair with a New York 


Around a Television Show,” from 
agency publicity director who : your September issue. We would 
tells how she solved the tricky : need copies for use in our sales de- 


problems of getting some un- : velopment work. 
usual fashion publicity photos, 
using fair scenes for the back- 
jrounds 


CONSTANCE BroBsT 
Glick & Lorwin Inc., New York 


(Permission gladly granted, or our 
Reprint Department can handle the 
reprinting for you. . . Ed.) 
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The following letters have been se- 
lected from AR’s mail. In most 
cases, we have been able to supply 
the desired information from our 
growing files. However, so many 
new companies are entering the 
field—almost every day, it seems 
—that we must depend upon our 
readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in response to these re- 
quests ... Ed. 


Printing on Foil 


@ We've misplaced our August 1957 
copy of AR, in which two very in- 
formative articles appeared on foil 
printing and designing. 
Please air mail us a copy of that 
issue, or at least tear sheets. 
GeorceE H. Mook 
Prod. Mgr., Griffith Ad Agency, 
St. Petersburg, Fla. 


(Mr. Mook was lucky. We had a 
copy of that particular issue. Usual- 
ly our supply is exhausted much 
earlier. The moral is to save your 
back issues of AR; you never can 


tell... Ed.) 


Pilots’ Wings 


® Urgently on the hunt for a man- 
ufacturer of premiums who can 
prepare, for a client of this agency, 
replicas of airlines pilots’ wings. 
They must be authentic in char- 
acter and economical in quantity. 
Appreciate your guidance on this 
score. 
J. L. CAMERON 
Asst. Mgr., McConnell, Eastman 
& Co. Edmonton, Alberta, Can- 


ada 


Color Chips 


@ We are preparing a folder for a 
client who manufactures ceramic 
tile. We wish to incorporate in the 
folder color chips which would ac- 
curately represent the tile colors 
available. Would you be so kind as 
to send us the names of a few firms 
which specialize in the production 
of such color chips. As you un- 


Dramatic Showmanshife 


THE HOLLYWOOD WAY 


Te 
DISPLAY DRAPES 
Me At 


These magnificent, modern Logo 
Drapes are the perfect prestige 
way to fix your name or trademark 
firmly in the viewers’ memories — 


UNOBTRUSIVELY YET INDELIBLY! 


Amazingly low in cost...extremely 
flexible . . . versatile . . . eliminate 
need for professional display men. 


AMONG OUR SATISFIED 
CUSTOMERS ARE THESE 
FAMOUS NAMES 
WESTINGHOUSE BORG-WARNER 

GENERAL ELECTRIC HOOVER 

rer JOHNS-MANVILLE 
MAUD as LG 

Ve Lt GIBSON 

MERCK DRUG WHIRLPOOL 
PHILCO AND LOTS MORE 


Send for FREE sketch of your name 
or trademark in fabric design. No 
obligation. Also FREE colorful idea 
booklet on logo drape displays. 


CONVENTIONS 
TV BACKDROPS 


STORE SHOWROOMS 
AND WINDOW DISPLAYS 


SCHOOLS AND 
DEMONSTRATIONS 


HOLLYWOOD BANNERS logo Drape Dept. 


Creators & Manufacturers of Nationally Famous Color-Spectacular Ad Banners 


116 East 32nd Street a 


2 pOTENTIOMETER woori seuector ~ 


@ 
Vidic CALCULATOR 
COMPANY 
633 Plymouth Court, Chicago 5, Ill., Dept. B-21 


New York 16, N. Y. 


° TELEPHONE: OR 9-4790 


SELECTORS 
to speed up buying 


Graphic Selectors help buyers or 
users choose your product correctly. 
Sizes, weights, models and other 
features are quickly and dramatically 
presented for accurate comparison. 
For example, selector illustrated 
gives 13 basic facts about each 

of 19 product models 


FREE SAMPLES: A note on your 
company letterhead will bring you 
sample Graphic Selectors and 

full information 
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Congratulations ! Thanks, Boss, the field 
You’re getting up a lot men all like Meyercord 
more signs, Bill! “no water” Pressure 
Sensitive Decal Signs. 


: PRESSURE SENSITIVE 
= Permanent DECAL SIGNS 


In 1958 ...hundreds of Point-of-Sale 
advertisers adopted Meyercord 
PRESSURE SENSITIVE DECAL SIGNS 
... we predict hundreds more will 
switch to them in 1959... because 


e they'll say “goodbye forever” to decal water appli- 


cation problems... the bucket and sponge become 
obsolete. 


e they’re easily and quickly applied .. . yet as durable 
and long-lived as any decal sign ever made! 


a 2° experience shows field men “get more of them up.” 


He this new concept in Point-of-Sale decal signs is the 
product of Meyercord research . . . a decal sign of 
proved performance and appearance, manufactured 
by the world’s leader in decalcomania! 


Pressure Sensitive Decal brochure. Write today! 


the MEYERCORD co. 


Dept. B-207—5323 W. Lake Street, Chicago 44, Illinois 
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doubtedly realize, regular process 
printing cannot achieve the required 
fidelity of color. 
Pau. R. Park 
Creative Dir., Bill Simpson Jr. 
Advertising Inc. Tampa, Fila. 


(Sending you a list of eight special- 
ists in this kind of color reproduc- 
tion ... Ed.) 


125 Coming Up 


e We are searching for any infor- 
mation concerning a 125th anniver- 
sary. At the present, we have not 
been able to find out whether or 
not there is a proper word to de- 
scribe such an anniversary. We are 
also unable to find an authority on 
what color should be used to denote 
such an event. 

We have ample files on anniver- 
saries as such, but would like to 
contact someone who has actually 
held a 125th anniversary. 

JoHn A. MUELLER 

Ad. Mgr., Orr Iron Co., Evans- 

ville, Ind. 


(Congratulations on reaching 125: 
you have few predecessors, and 
we're not sure just what this occa- 
sion is called. Maybe it would be 
easier to wait until 1984 and cele- 
brate your sesquicentennial 


Ed.) 


Wire Display Racks 


® Would you be kind enough to 
recommend to us a few sources of 
supply for wire display racks? In 
your issue of May, 1957, on page 
100, there is an illustration which 
is similar to what we are looking 
for. We have written to these peo- 
ple, but would like one or two more 
sources of supply. 
Jim WOLOHAN 
Gen. Mgr., Mansir Printing Co., 
Holyoke, Mass. 


@ We need a quantity of racks for 
merchandising a small give-away 
publication on the counters of elec- 
tric utilities. 

Can you refer us to one of your 
advertisers who makes either metal 
or plastic racks of this nature? 

JAMES R. Myers 

Editorial Director, Electrical Liv- 

ing, Madison, Wis. 


Printing on Cloth 


e Can you send information re- 
garding silk screen fabric printers 
located in this area? 

CuHartes W. DINKINS 
Dir. of Ad., Princess Coal Sales 
Co., Huntington, W. Va. 





Conventions 


All meetings listed here are annual 
conventions, unless otherwise described. 


OCTOBER 


18-21 .. . Meeting and design conference, 
American Society of Industrial Designers, 
Bedford Springs Hotel, Pa. 

22-24 .. . Life Advertiser's Assn., Queen 
Elizabeth, Montreal, Canada 

30... One day forum, Gravure Technical 
Assn., Sherman, Chicago 


NOVEMBER 


4-6... Canadian Natl. Packaging Exposi- 
tion, Exhibition Grounds, Toronto, Ont. 
5-6 . . . Corrugated Containers Conference, 
Netherland-Hilton, Cincinnati 

5-7 ... Public Relations Society of Amer- 
ica Conference, Waldorf-Astoria, New 


York 


DECEMBER 


1-3... Intl. Assn. of Fairs and Exposi- 
tions, Sherman, Chicago 

6-11... Natl. Assn. of Display Industries, 
New York 

27-29 . . . American Marketing Assn. 
Winter Conference, Chicago 


1959 
JANUARY 


21-23 . . . Special Packaging Conference, 
American Management Assn., Biltmore, 
New York 

23-25 .. . International Sign Assn., Morri- 
son, Chicago. 


FEBRUARY 


3-5... Society of the Plastics Industry 
Conference, Edgewater Beach, Chicago 

26-March 1. . . Advertising Specialty 
Guild, LaSalle, Chicago 


MARCH 


1-4... Natl. Electric Sign Assn., Morri- 
son, Chicago 

15-19 . . . Natl. Assn. of Radio & Tele- 
vision Broadcasters, Conrad Hilton, Chi- 
cago 

19-27 ... Master Photo Finishers & Deal- 
ers Assn., Auditorium, Philadelphia 
20-24 . . . Advertising Specialty Natl. 
Assn., Spring Meetings and Show, Palme: 
House, Chicago 


APRIL 


13-14 . . . Electrotypers & Stereotypers 
Spring Technical Conference & Exhibi- 
tion, Royal York, Toronto 

13-15 ... Packaging Conference, Ameri- 
can Management Assn., Palmer House, 
Chicago 

13-17... . National Packaging Exposition, 
American Management Assn., International 
Amphitheatre, Chicago 

21-28 .. . Europak Packaging Exhibition 
Amsterdam, Holland 

23-25 ... American Assn. of Advertising 
4gencies, The Greenbrier, White Sulphu: 
Springs, W. Va. 


The following have been selected from the full list of feature articles 
now available in reprint form. The complete list appeared in the June 
issue. Except where otherwise specified each reprint costs 25c. Please order 
by number, enclosing payment for all orders of $2 or less. Quantity prices 


are available on request. Send orders to Reprint Editor, AR, 200 East 
Illinois St., Chicago 11, Ul. 


New This Month 
310 What Makes Good P.O.P. Advertising 


A Best of AR feature which covers the fundamentals of this medium 
260 Special Report from Sales Promotion Convention (50c 


AR’‘s coverage of SPEA meeting has 10 idea-packed reports 


Binding 
193 Loose-Leaf Binding 


28-point guide to selecting proper loose-leaf bindings 


Contests 


205 A Contest Isn’t Over When The Winners Are Picked — by Phil Seitz 
How Dodge gets the greatest value from its ‘‘Dodge for Life’’ contest 


Direct Advertising 
304 A Basic Guide to Direct Mail 


Planning, procedures and checklists for more effective mailings 
254 Peek-a-Boo Envelopes Can Sell 


How alert advertisers are using envelopes with the extra window 
214 Are Amateurs Ruiing Direct Mail? — by Dick Hodgson 


A provocative approach to the growing demand for professionalism in this medium 
172 202 Tips for Direct Mail Advertising (50c) 


A 16-page booklet reprinting AR’s two special articles on direct mail advertising 
103 All the People Some of the Time — by Nicholas Samstag 


Time promotion director explains his direct mail philosophy 


Engraving 
203 Progress Report on Electronic Engraving — by David Saltman 


Results of extensive research on the practical use of this new technique 
155 Assembling Color Elements Can Save Time and Money — H. C. Latimer 


Discussion of photographic operations to prepare process art for the platemaker 


141 How to Make One Set of Color Plates Do the Work of Several — by Bernard T. 
Converse 


Getting color on a b&w budget by multiple use of color plates 
112 Do's and Don'ts for Better Engraving 


Engravers’ answer to AR’s survey 


Point-of-Purchase 
253 How to Merchandise ROP Color — by Mark Cox 


How Wilson & Co. uses its full-color newspaper ads 
242 Twelve Ways to Save Money on P.O.P. — by Jack A. Wichert 


Money-saving ideas from a practical producer 
176 What Makes Gcod P.O.P. Advertising — by Donald S. Hutchinson 


A guide to help readers hit pay dirt at the all-important point-of-sale 


Printing & Typography 
305 A Portfolio of Typefaces for Admen 


The Best of AR feature includes more than 300 one-line specimens 
257 How Billboard Produced an Unusual Insert — by R. B. Schueler 


The production story of a special section with a life of its own 
249 The Advantages of Letterpress & Offset 


A debate in print shedding light on the selection of the best printing process 
243 Designing for R.O.P. Color — by John W. Amon 


An art director gives the rules which have won awards for his agency 
235 Let's Get Together cn Offset — by Bernard C. Schramm Jr. 


There’s trouble when buyer, artist and printer don’t talk the same language 
229 New Uses for Printing Today — by Joe R. Schoeninger 


The printed word is reaching out into new fields of communication 
211 A System for Controlling Printing Costs — by Frederic Kammann (50c) 


A five-part outline of a practical system for saving 10% on your printing bills 
105 Let’s Swap Ideas 


Ten ideas from printers and admen culled from Kimberly-Clark’s contest 


Television & Radio 
308 A Basic Guide to Television Commercials 


The Best of AR Series 
255 Art Production for Television — by Dolph Franklin 


Tips on saving money when getting artwork ready for tv 
189 How to Merchandise Syndicated TV Shows — by Maurine Christopher 


A list of suggestions for getting the most from tv films 
181 How to Merchandise TV Tie-Ins — by Frank Jacobs 


How donors of prizes plan their tie-ins to fit a merchandising program 


covers the problems of the tv commercial 


Trading Stamps 
220 An Expert Answers Your Questions About Trading Stamps 
AR’s interview with John W. Young, Fureka Specialty Printing Co 
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This insert is produced by Offset on 
Cantine’s Lithogloss 25x38-70 (140M) 


Plates for this issue by Daniel Murphy & Co., Inc. 
133 Screen. Courtesy CBS Radio 


Gates 


COATED PAPERS 


FOR OFFSET: Hi-Arts Litho C.1S * Zenagloss 
C.2S * Zenagloss Cover C.2S + Lithogloss C.1S 
* Catskill Litho C.1S * Catskill Offset C.2S 


¢ Esopus Postcard C.2S * Esopus Tints * Dull 
Offset C.2S. 


FOR LETTERPRESS: Hi-Arts * Ashokan + M-C 
Folding Book + M-C Folding Cover * Zena 
* Velvetone * Softone * Esopus Tints * Esopus 
Postcard 


Manufactured by 
THE MARTIN CANTINE COMPANY 
Saugerties, N. Y. 


Specialists in Coated Papers 
for both Letterpress and Offset since 1888 





Superb detail — inexpensively portrayed 


The supreme quality you plan for in boxtops, labels, posters, displays, 
signs and other lithography printed on one side only, can easily be attained 
at moderate expense through the use of modern “Lithogloss”. This Cantine 
paper—a trusted favorite of lithographers since the first run in 1888—is 
one-side brush-coated with a water-resistant surface that takes litho inks 
at high speed and reproduces fine-screen halftones with microscopic per- 
fection. It also takes gloss, varnish or lacquer with minimum absorption 
or change of color. Ask for dummies and prices. 


~~, oe BRUSH-COATED ONE a 
SS LITHOGLOSS — 


Basis 17%x22% 19x25 23x29 23x35 25 x 38 28 x 44 35 x 45 38 x 50 
60 50 60 84 102 120 156 198 240 


70 58 se 98 140 182 232 280 
80 oes sii 


Carried in stock by leading merchants in principal cities: 





sales 


conve 


larger 


TYPOGRAPHERS 


( shicago 


Los Angeles 


24 - an * November 1958 


GP a4 


for ADMEN 


© A Really Sincere Guy, by Rob- 
ert Van Riper, David McKay Co., 
New York, $4... Whether this is 
a sign of the times or not is hard 
to say, but it seems that more and 
more, magazine articles read like 
stories, and to balance the picture, 
novels tend, more and more, to be 
ways of conveying facts. Here, for 
example, is a novel, interesting and 
with dramatic tension, that gives 
a picture of some of the forces at 
work within the burgeoning field 
of public relations. 

It tells the story of a young p.r. 
executive who is faced with the as- 
signment of promoting an idea to 
which he, personally, is opposed. 

The author is presently in charge 
of public relations for the Phil- 
adelphia office of N. W. Ayer, and 
should have more than a casual 
knowledge of what goes on behind 
the scenes. 


® Television News Reporting, by 
the staff of CBS News, McGraw- 
Hill Book Co., New York, 182 
pages, $5.75 .. . If you have anything 
to do with news on television, 
whether as a technician, a writer, an 
editor or commentator, a sponsor or 
a p.r. man wanting to get film onto a 
news show, or even as a more or 
less regular viewer, you will find 
this book of interest. 

It goes through the whole process 
of putting together a network news 
show, with explanations of how this 
varies for local use, of how to find 
and use film, of how to handle an 
interview. It is written clearly, and 
the illustrations by Robert Osborn 
are almost as helpful as the text. 


TELEVISION NEWS 


A comprehensive and sutherttative 
manual for off interested in the 
letevieses meds fo: we veitem 


® The Responsibilities of American 
Advertising, by Otis Pease, Yale 
University Press, New Haven, 232 
pages, $5... In spite of a some- 
what misleading title, this book 
should be of great interest to any- 
body involved in advertising. It is 
a history of American advertising 
in the twenty years from 1920 to 
1940, with emphasis on the concern, 
both within and without the indus- 
try, on its social role and public 
reputation. 

After reading this volume, one 
cannot help getting the conviction 
that advertising, whether it is called 
an industry, a profession or a 
“game,” has always been a whip- 
ping boy. Today’s period, in which 
advertising has been given the 
blame for so many facets of our 
present-day culture, is nothing new. 

The author points out in his pref- 
ace that while there is public con- 
cern today with the role of advertis- 
ing experts in current political cam- 
paigns, it is a legitimate concern. 
But he goes on to point out that “the 
fact itself should remind us, never- 
theless, that, ironically, an old debt 
is being merely repaid, for histori- 
cally the techniques of advertising 
and politics have never been com- 
pletely independent of each other, 
and politics in all likelihood came 
first.” 


@ Layout File, by Harry B. Coffin, 
Direct Mail Advertising Assn., New 
York, 64 pages, $5 ($2.50 to DMAA 
members) ... This booklet contains 
1333 sketches, divided into 30 chap- 
ters which range from announce- 
ments to yearbooks. Taken from the 
pages of American Printer, these 
ideas give suggestions as to shape, 
arrangement and format, and an 
index with 300 subject headings 
helps the reader find the ideas most 
useful to him. 


@ Willing’s Press Guide, 84th An- 
nual Issue, published by Willing’s 
Press Service Ltd., London, Eng- 
land, distributed in U.S. by British 
Publications Inc., 30 E. 60th St., New 
York 22, 642 pages, $8... The bulk 
of this directory is devoted to British 
publications, although world cov- 
erage is attempted. According to 
the editor, in the section devoted to 
Great Britain, Channel Islands, 
Northern Ireland and Eire, there are 
listed 155 dailies, 18 Sunday news- 
papers, 1,271 London, suburban, 
county and local newspapers, 4,238 
magazines and 1,478 annuals. 

The foreign sections are not as 





complete, judging from the USS. 
pages, but nevertheless would be 
useful for international p.r. or ad- 
vertising. It is a little surprising, 
for example, to find listed 20 Czech- 
oslovakian newspapers and 110 pe- 
riodicals. 

Addresses, date of founding, fre- 
quency of issue, subscription rates 
are listed for each entry. The price 
includes three supplements issued 
during the year to update the guide. 


e Public Relations and the Empire 
State, by Bernard Rubin, Rutgers 
University Press, New Brunswick, 
N. J., 357 pages. $7.50 . . The role of 
p.r., especially in a governmental 
or quasi-governmental organization, 
is a difficult one to define. Yet it has 
long been recognized as important. 
The author quotes a letter that ap- 
peared in the Philadelphia Nation- 
al Gazette for June 5, 1793, which 
said: “It ought never to be forgot- 
ten by our magistrates that popular 
opinion is the basis of our govern- 
ment; and that when any public 
measure is not understood, it would 
by no means be degrading to the 
authors of that measure, however 
exalted their station, to explain.” 

This book is a detailed study of 
how the State of New York, in its 
several departments, carried on this 
function of information during the 
1943-54 period. The author, now 
teaching political science at Rutgers, 
interviewed a large number of state 
officials from Gov. Dewey down, 
pored through documents and press 
releases, and has come up with a 
study of public relations attitudes 
in a specialized area which should 
be valuable to p.r. practitioners 
everywhere. 


e The Detroiters, by Harold Living- 
ston, Houghton Mifflin Co., Boston, 
342 pages, $3.95 .. . Another novel 
that purports to show the “inside” of 
advertising. The only difference is 
that this is centered in Detroit and 
the automobile industry. The people 

- top agency executives, the presi- 
dent of the auto company, the rustic 
but popular television star don’t 
seem to ring true, and so while the 
story is exciting and easy to read, it 
is not convincing as a picture of 
reality. This is the author’s second 
novel, for whom the jacket claims 
Detroit advertising agency 
ence. 


experi- 


® Creating with Paper, by Pauline 
Johnson, University of Washington 
Press, Seattle, 207 pages, $6.50 . 

It’s hard to describe this book and 
the variety of effects it suggests and 


ATTENTION-GRABBERS! 
HANOVER PLASTIC SIGNS 
t 


De HILTON sz 


ee ee 


Hanover plastic signs often are used 
as primary advertising tools. 


Small! or large — they do the job you ask of them. 


Hanover plastic signs give you a head 
Start in competition for the customer's 
eye. They work harder for you. To put 
this extra “pull” in your signs, we do 
unusual things with plastic. 

For example, on our unique press 
copy and background pattern are 
vacuum - embossed simultaneously in 
sheets of plastic as big as 4’x10’. The 
letters are sharp, clean, truly three- 
dimensional. They are embossed a full 
quarter-inch above the corrugated or 
multi-facet background. Made this 
way. Hanover signs actually improve 
the qualities which make acrylic plastic 
so well-suited to sign-making. Lumi- 
nosity and legibility are better. Colo 
effectiveness is increased. 

Hanover’s exclusive “Lock-Light” 
seam makes big plastic signs more 
practical and more attractive than ever. 


*Patent applied for 


Any number of panels can be linked 
to form a sign of any desired length. 
“Lock-Light” seams are snug-fitting. 
There are no gaps for raw light to spill 
through. No cemented seams or double 
thicknesses to cause distracting 
shadows in the finished sign. Seams are 
Virtually invisible in an installed sign. 
Another important division of Han- 
over’s service is small plastic signs. 
They are used for point-of-sale dis- 
plays anc for demarcation of sales 
areas. Many businesses use them as de- 
partmental and directional signs. 
Which Hanover service fits your sign 
program best? Let us tell you about all 
of them. Estimates and recommenda- 
tions are free. Write for complete in- 
formation. Hanover Neon 
Corporation, 767 N. 
Columbus 8, Ohio. 


Electric 
Fourth St., 


HANQOVE Fe ... that’s a good sign 


TO HELP YOU PLAN ... ask for « 


yur new folder “Put More ‘Pull’ in Your Sign Program.” 


is more than 
just a word 
at Lake Shore 


it’s people in action, giving you the 


finest service available anywhere 
on these services you need: 


3M PRE-MADEREADY ELECTROTYPES 
REILLYTYPES - REILLY PLASTICTYPES 
R.O.P. COLOR NEWSPAPER MATS 
ENGRAVING SERVICE DEPARTMENT 
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are 
you 
cookin’ = 
with i, 


color? ~~, 


> 


Why not? 


It costs so little to take advan- 
tage of the dynamic selling 
power of natural color adver- 


tising when you use 


Curteicheolon® 3-D 


“natural color with added depth” 


a el ee, 


“the finest in natural color’ 
; 


Te MT -Tait iit: 
POST CARDS 


tea tele] 
iumbo cards 
Tit tmete las ty 
double reply cards 
catalogues 
catalogue sheets 
color inserts 


individually designed tor 


@ quality 
@ economy 
@ effectiveness 


Let us prove it - 


Write at once for your FREE copy of our 1958 
Direct Mail Color Kit with somples ond prices 


-then you be the judge. Investigate the 


Curteich way. Notural color is within reach 


of ony budget — let us show you 


CURT TEICH & CO., INC. 
1 1733 W. Irving Park Rd., CHICAGO .3, ILL. 1 
a | 


Firm 
Attn. of 


Street 


City Stote 


arm -tf 
= eee ee ee eee eee ee ee ee ee ee ee oe 
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demonstrates. Paper can be an 
effective tool of designers, especial- 
ly in the point-of-purchase and 
window display fields. 

While this lavishly-illustrated 
book does not concentrate on the 
advertising uses of paper sculpture 
and manipulation, the implications 
are clear to anybody with the least 
degree of imagination. 

It starts with simple folding and 
cutting, and gradually introduces 
more complex ways of handling pa- 
per. Both illustrations and diagrams 
make it possible to follow the steps 
with ease, and the pictures of fin- 
ished objects are so alluring, it is 
difficult to resist the urge to pick 
up a pair of scissors and a paste pot 
and get started right away. 


@ 1958 House Magazine Directory, 
published by Gebbie Press, 151 W. 
48th St., New York, 457 pages, 
$19.95 . . This useful reference vol- 
ume lists more than 4,000 house or- 
gans in the United States, Canada 
and Hawaii. Each entry includes the 
name and address of the issuing 
company, the type of business, the 
editors, the frequency of publica- 
tion, the number of pages, the page 
size, the printing process used, the 
circulation and distribution, the edi- 
torial content and interests, the 
printer, and other information as 
well. Almost half of the entries are 
accompanied by cuts of a typical 
cover. 

In addition to the main listing, 
which is by company name, there 
are also a geographical list, a title 
list and a list according to printer. 


FEBRUARY, 1959 


Feb. 1-9 
Vational Colorado Beef Week . . . spon- 
sored by Livestock Div., Colorado Adver- 
tising and Publicity Committee, State 
Capitol, Denver 2. 

Feb. 1-28 
American Heart Month . . . sponsored by 
American Heart Assn. Inc., 44 E. 23rd 
St., New York 10. 

Feb. 1-March 31 
Good Breakfast Months . . . sponsored 
by American Bakers Assn., 20 N. Wack- 


er Drive, Chicago 6. 


Feb. 3-9 
National Weight-Watchers Week ; 
sponsored by “Lite Diet” Bread, Bakers 
Franchise Corp., 250 Park Av., New 
York 17. 

Feb. 5-14 
Kraut and Frankfurter Week . . . spon- 
sored by Natl. Kraut Packers Assn., 202 
S. Marion St., Oak Park, Ill. 

Feb. 6-21 
Take Tea and See Week... sponsored 
by Tea Council of the U.S.A. Inc., 500 
Fifth Av., New York 36. 

Feb. 7-13 
Boy Scout Week . . . sponsored by Natl. 
Council, Boy Scouts of America, New 
Brunswick, N. J. 

Feb. 8 
Race Relations Sunday . . . sponsored 
by Dept. of Racial and Cultural Rela- 
tions, Natl. Council of Churches, 297 
Fourth Av., New York. 

Feb. 8-14 
Vational Children’s Dental Health Week 

. sponsored by American Dental Assn., 

222 E. Superior St., Chicago 11. 
National Advertising Week . spon- 
sored by Advertising Assn. of the West, 
425 Bush St., San Francisco 8; Advertis- 
ing Federation of America, 250 W. 57th 
St., New York 19. 
Vational Beauty Salon Week . . . spon- 
sored by Natl. Beauty Salon Week Com- 
mittee, c/o Nathan E. Jacobs, Public 
Relations Dept., Natl. Hairdressers & 
Cosmetologists Assn., 205 N. LaSalle St., 
Chicago 1. 
Vational Crime Prevention Week .. . 
sponsored by the Natl. Exchange Club, 
3050 Central Av., Toledo 6. 
Vational Electrical Week .. . sponsored 
by Natl. Electrical Week Committee, 290 
Madison Av., New York 17. 

Feb. 8-15 
Negro History Week . sponsored by 
the Assn. for the Study of Negro Life 
and History Inc., 1538 Ninth St.. NW, 
Washington 1. 

Feb. 12 
Abraham Lincoln’s Birthday 

Feb. 12-22 
Vational Pimiento Week . . . sponsored 
by Associated Pimiento Canners, c/o 
Liller, Neal & Battle, 810 Walter Bldg.. 
Atlanta 3. 

Feb. 14 
Valentine’s Day . sponsored by Offi- 
cial Valentine’s Day Council Inc., 124 
E. 40th St., New York 16. 

Feb. 15-22 
National Cherry Week . . . sponsored by 
Natl. Red Cherry Institute, 35 E. Wacker 
Drive, Chicago 1. 
Brotherhood Week sponsored by 
Natl. Conference of Christians and Jews 
Inc., 302 Southern Bldg., Washington 5. 

Feb. 15-28 
Nationally Advertised Brands Week . . . 
sponsored by Chain Store Age, 2 Park 
Av., New York 16. 

Feb. 22 
George Washington’s Birthday 

Feb. 22-28 
National Engineer's Week . . . sponsored 
by Natl. Society of Professional Engi- 
neers, 2029 K St., NW, Washington 6. 

Feb. 23-28 
Pencil Week eee sponsored by Lead Pen- 
cil Mfrs. Assn., Banner & Grief, Public 
Relations, 369 Lexington Av., New York 
17. 

Feb. 28 
Bachelor's Day . . . sponsored by Han- 
sell-Zook Inc., 925 Land Title Bldg., 
Philadelphia 10. 

Feb. 28-March 7 
National 4-H Club Week . . . sponsored 
by U.S. Dept. of Agriculture, Federal 
and State Extension Service, Wash. 
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NELSON DRAWIN 


You too will say NELSON a thousand times over, once you’ve tried NELSON Drawing Bristol .. . 


one of America’s finest bristol boards. Brushes and pens glide over this luxurious brilliant white surface: 


even after repeated erasures NELSON Bristol will not feather. A laminated drawing bristol designed 


especially for artists, designers and illustrators that require 100% reliability. 


Economical? An how! 
Compare! 18¢ per ply .. 


. Slightly higher west of Rockies. Nelson Bristol Board is available in sheets 


22 x 30”, plate and kid finish, 1, 2, 3 and 4 ply. Ask your dealer for a supply today! 


Bienfang Papers are Standards of Excellence. 


b i e ri fa ri Fo paper co., inc. 


metuchen, n. ). 
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YOU'RE JUDGED BY YOur house 


YOU'RE JUDGED BY YOur printing 


You make a good impression on your neighbors A GOOD printer can win friends for your 
when you keep your house neat and trim. And you company. He knows how to make your printing 
make a good impression on your readers when look better, and sell harder. Be sure to see him in 
the booklets your company issues are thought- the early stages of your planning, because he can 
fully prepared, well laid-out, and handsomely show you ways to cut costs and get better results. 
printed. Quality printing shows that you respect ‘The chances are he will specify Warren’s papers 
your prospects — and in turn, wins respect for —a product he has learned to respect. S. D. 


your company. Warren Company, 89 Broad Street, Boston 1, Mass. 


Warren's printing papers 


HIGH STANDARD make a 
good impression 
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oS Advertising Requirements 


THEMAG 


A Bank’s Good Will Exhibit 


aa $4 © DIRIELAMO 55 


= 


Typical Location . . . For many 
visits, the trailer was parked right 
in the center of the town square 


School Visit . . . Classes 
came in groups to tour the 
exhibit. 


A Georgia bank has taken a long 
look at one of the banking indus- 
try’s major problems, and decided 
to do something about it. 

The problem: How to demon- 
strate to the average person the 
ways a typical bank serves its com- 
munity. 

“When the project originated in 
January 1957, the means to solve 
the problem were unknown,” ex- 
plains John Riggall, advertising 
manager of the Citizens & Southern 
National Bank, Atlanta. “However, 
we did want to tell the story with 
as much impact as possible.” 

Several formidable questions pre- 
sented themselves: 


1. How best to tell the story? 

2. How to reach as many people as 
possible? 

3. How to attract them to the 
scene? 


It finally was determined that the 
best way to tell the story of banking 
would be to construct a model city 
in which changes brought about by 
bank services would actually be 
seen in synchronization with a de- 
scriptive sound track. 


> The next step was to make the 
presentation portable, so that it 
could be seen by the maximum 
number of people. The “Magic City” 
was placed inside a specially de- 
signed trailer, complete with its own 
tractor and generator a_ self- 
sufficient traveling unit. 

Next, how to attract people to the 





Picturesque Setting . . . The mod- 
ern trailer makes a striking con- 
trast with an 


historic Georgia 


courthouse 


traveling display? The solution was 
to construct the trailer out of gold 
anodized aluminum, equip it with a 
flashing light tower, colorful awn- 
ing, a mechanical barker and in- 
teresting outside exhibits. 

“Basically, we wanted to produce 
a mechanical marvel that would at- 
tract crowds to eight-minute shows 
in the square of a small town — to 
educate by entertaining,” said Mr. 
Riggall. 

Design Enterprises, Atlanta, was 
chosen to design “Magic City” and 
supervise construction. Atkins & 
Merrill, New York, was picked to 
build the animated model city and 
Great Dane Trailers, Savannah, Ga., 
the gold anodized aluminum trailer. 
Product Presentation Inc., Cincin- 
nati, was chosen to do the interior 
and external finish. 


> Plans called for the model city to 
duplicate as closely as possible a 
typical Georgia town. To this end, 
hundreds of photographs of build- 
ings, homes, trains, water tanks, 


bridges and trees were made 
throughout the state to provide a 
composite Georgia town. The final 
touch: a miniature Confederate 


Model Town . . . Lights go on, 
buildings appear, as the bank 
helps the community develop 


and grow 


memorial statue on the square of 
“Magic City.” 

The model city contains 505 sep- 
arate pieces, each an exact minia- 
ture built by an expert model crafts- 
man. Everything is constructed to 
the scale of 5/32” to one foot. 

Representing 300 acres, the model 
city contains 80 people, 110 vehicles, 
57 buildings, 250 major trees, a 
working train, a water tank and two 
bridges. 


> The narrated animation for “Mag- 
ic City” is made possible by a two- 
track tape playback 
One __ contains 


mechanism. 
commentary and 
sound effects and the other anima- 
tion signals used to synchronize ac- 
tion with sound. 

The model city utilizes one master 
timer, 12 secondary timers, 25 elec- 
tric motors, more than three-fourths 
of a mile of low voltage wiring, four 
amplifiers, three speakers, 21 over- 
head spotlights and 380  six-volt 
bulbs. 


> Another problem: How to con- 
struct the model city to accommo- 
date the maximum number of peo- 
ple inside the trailer. 


A removable side for the trailer 
was considered, but the final de- 
cision called for constructing the 
city four feet wide and 20’ long and 
placing it in the middle of the trail- 
er. This way, people could stand on 
both sides and at the ends during 
the showings. 

A special glass wall surrounds the 
model city to protect it from pop 
corn, candy and similar hazards. 


> The “Magic City” — through an 
eight-minute sound track and sud- 
den changes in the face of the 80- 
square-foot model Georgia town — 
tells a dramatic story of the impact 
of basic banking 
typical community. 

For instance, an addition to a 
factory appears suddenly as the re- 
sult of a bank loan. A man saves 
for a down payment on a new home 
and the home appears before your 
eyes. Lights move mysteriously up 
and down the streets to trace the 
movement of “Magic City” citizens. 

The action taking place in “Magic 
City” begins by showing the forma- 
tion of the Magic City Bank. Then, 
the presentation shows the following 
bank services in action: 


services on a 


1. Remodeling a home with a bank 
loan. 

2. Federal Deposit Insurance Cor- 
poration protection. 

3. A business using a checking ac- 
count. 

4. A new car bought with a loan 
from the Magic City Bank. 

5. An _ irrigation system recom- 
mended by a county agent and 
financed by the Magic City Bank. 
6. A flock of sheep financed by the 
bank. 

7. A savings account leading to a 
lot and a new house. 

8. A new addition to a 
financed by the bank. 


factory 





















Cut-Away View The model city, 
4x20’, is surrounded by a walkway which 
will hold 32 people for the 8-minute 
show. Entrance is near the front, exit 
near the rear, for faster turnover. With 
its own power supply, the unit is heated 
and air-conditioned, can plug into any 
220-volt source 


9. Action of banker in helping bring 
the factory to Magic City. 

10. An individual using a checking 
account. 


The story ends with the head of 
the Magic City Bank serving on a 
committee to build a youth center. 


> The basic banking services men- 
tioned in the presentation are of- 
fered by practically every bank, 
although no actual bank is named. 
The story contains a lot of fun 
(Why did Miss Suzie take a shot at 
her favorite tom cat?) and is told 
in simple terms. 

The “Magic City” trailer was spe- 
cially built from gold anodized 
aluminum. Outside, a special awn- 
ing protects those waiting for the 
next eight-minute showing from the 
elements. And a 37’ retractable light 
tower attached to the trailer lights 
the surrounding area for night 
showings. 

Since the eight-minute presenta- 
tions cannot be interrupted once 
under way, several outside attrac- 
tions were thought desirable. Dis- 
played outside is a valuable collec- 
tion of checks and drafts signed by 
such famous people as Andrew 
Jackson, John L. Sullivan and P. T. 
Barnum. And “Mazuma,” a smiling 
mechanical barker, greets people as 
they approach the exhibit and in- 
vites them inside. 


> The Georgia Bankers Assn.’s con- 
vention cruise to Bermuda in May 
1957 was chosen for the first public 


announcement of “Magic City,” the 
only display of its kind and the most 
elaborate ever developed to explain 
the workings of a bank. 

“We felt the first announcement 
should be made to the Georgia 
bankers, since ‘Magic City’ was de- 
signed primarily to promote a better 
understanding of Georgia banking,” 
said Mr. Riggall. 

A scale model of “Magic City,” 
four feet in length, was specially 
constructed to show to Georgia 
bankers on the convention cruise. 
Brochures’ gave information § on 
“Magic City” itself and the plans 
for the proposed tour of Georgia. 


> The American Bankers Assn. con- 
vention in Atlantic City, N. J., was 
chosen for the initial showing of the 
completed “Magic City,” since C&S 
officials felt the project would be of 
interest to all bankers. 

As “Magic City” neared comple- 
tion, the C&S public relations de- 
partment began laying elaborate 
plans for the introduction of the 
unique traveling exhibit. Working 
with the bank p.r. folks were repre- 
sentatives of Burke Dowling Adams 
Inc., Atlanta and New York, C&S’ 
advertising agency. 

The plans called for: 


1. Location of the completed “Mag- 
ic City” outside the convention 
hotel, so bankers and newsmen 
could see it with the minimum dif- 
ficulty. 


2. Scheduling a buffet style press 





luncheon on the opening day of the 
ABA convention (the luncheon was 
timed for noon to avoid a conflict 
with, and attract newsmen on the 
way to, an ABA press conference 
at 2 p.m.). 


3. Preparation of two concise news 
releases — one a general release 
and the other of a more technical 
nature about “Magic City,” plus one 
inside and one outside picture of the 
traveling exhibit. These were mailed 
from Atlantic City to the wire serv- 
ices and 132 key newspapers and 
Magazines. 


4. Production of a one-minute 
newsfilm for distribution to 200 
television stations throughout the 
country. 


S. Production of a one-minute radio 
tape in Atlantic City for 32 Georgia 
radio stations, using the call letters 
of each individual station. 


6. Photographing bankers visiting 
“Magic City” for special releases to 
their hometown newspapers. 


Since the first public showing of 
“Magic City” was scheduled for At- 


lantic City, representatives of C&S 
and Burke Dowling Adams made 
calls on certain newspapers, maga- 
zines and the wire services in the 
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New York area to familiarize them 
with the project. 
The results (material actually in 


hand) 


@ 33 newspapers, including the New 
York Herald-Tribune and the New 
York Journal-American, in 12 dif- 
ferent states used pictures and/on 
stories 


@ Fifty-five television stations in 30 
states and Alaska returned cards 
saying they used the one-minute 
news film at least once. 


e The special radio tape was used 
an average of four times each by 
the Georgia stations. 


@ 16 national and business maga- 
zines used stories and/or pictures. 


“These publicity dividends are di- 
rectly traceable to the showing in 
Atlantic City, and do not include 
stories—such as appeared in New 
York Times—connected with the 
initial announcement and later 
‘Magic City’ showings in Georgia,” 
said advertising manager Riggall. 

Each banker attending the ABA 
convention received a special “pass- 
port” to see the model city in ac- 
tion. They also were reminded of 
the convention showings by ads in 
the trade press and posters in the 
hotels. 


> At the first showing of the com- 
pleted “Magic City” in Atlanta, 
C&S held a special showing for the 
press, bankers, key state officials 
and school officials. 

More than 11,000 persons visited 
“Magic City” at fairs in Macon, 
Augusta and Savannah, despite 
considerable cold weather. At a 
special showing in Columbus, Ga., 
some 900 persons visited “Magic 
City” at the opening of the Colum- 
bus Bank & Trust Company’s new 
building. 

The city-by-city tour of Georgia 

the primary objective of “Magic 
City”—then began with a rousing 
sendoff in Albany, where 3,560 per- 
sons saw the exhibit in five showing 
days. 


> “Magic City” was seen by more 
than 66,000 persons on the first 
108 showing days—an average of 
612 per day—in 51 Georgia cities 
and towns. 

“We have been most pleased 
with the reception,” said Millis B. 
Lane, Citizens & Southern presi- 
dent. “The attendance at some of 
the one to five-day showings has al- 
most equalled the population of the 
towns.” 

One banker, A. L. Parrish, presi- 
dent of the Adel Banking Company, 
summed it up this way: “The only 
thing that could have topped this 
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is a free barbecue.” The two-day 
showing in Adel (population— 
2,776) attracted 1,797 persons. 

President Lane declared, “Be 
hind ‘Magic City’ is the conviction 
that banks are eager to expand 
their usefulness to their communi- 
ties. And that achieving this great- 
er usefulness depends on a deeper 
public understanding of banking’s 
services and character.” 

Unlike most promotional ven- 
tures, “Magic City” does not men- 
tion C&S services or even refer to 
C&S banking. The Citizens & 
Southern is identified as the pro- 
ducer, with the local banks spon- 
soring the statewide appearances— 
at no cost to them. 


>A “Magic City” chairman is 
named in each Georgia community 
that the model city is scheduled to 
visit. A specially prepared kit pro- 
vides information and materials to 
aid the chairman in finding a suit- 
able location for the showing, and 
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placing the advertising and pub- 
licity with local press outlets. 

Large newspaper ads are sched- 
uled from two to eight times, de 
pending on the size of the towns 
and the length of the showings. C&S 
also recommends 15 radio spots per 
day on one station or 15 each on 
two stations, if available, starting 
five days before the showings and 
continuing until the last day. 

Special aerial photos were made 
of practically every community in 
Georgia to more closely tie in 
“Magic City” with the local com- 
munities. One copy of the aerial 
photo is presented to the mayor of 
each town by the local “Magic City” 
chairman. A second photo then is 
placed in a special rack on the side 
of “Magic City.” 

Other advance preparation for 
the Georgia tour included mailing 
a special brochure to bankers, busi- 
nessmen, educators, state officials 
and the press. 44 


SHOWS & EXHIBITS 


Using Black Light 


DIRECT ADVERTISING 


Attracting Attention 





U.P.1. PICTORIAL RESEARCH REPORT 
for THE BULLARD COMPANY 


The Bullard Company, Bridgeport, Con- 
necticut manufacturers of machine tools, 
wanted a customer pictorial research report 
conducted at the George Hantscho Com- 
pany, Mount Vernon, New York, on the 
application of a Bullard Horizontal Boring 
Machine (Model 75) in their machining of 


various parts for printing equipment. 


A telephone call to U.P.I.’s Commercial 
Photography Division put the report “in 


LET U.P.I. 


() Pictorial Research Reports 
(_] Photographic assignments 
() Color photography 


the works” and within days an experienced 
U.P.I. photographer and competent re- 
porter were in the Mount Vernon plant. 
Within ten days of the time that the 
order was placed, finished photos and report 
were in the hands of the client. 


The Bullard Company, like many others, 
has learned that U.P.I. services are the 
fast, economical and dependable way of 
getting photo reports. 


ROY MEHLMAN, pDIRECTOR 


Please send me complete information, including costs, about 
the services checked : 


(() Advertising and studio photography 
(5) Location and publicity photography 
() Industrial and Spot News Films 


Heme 
TI cree sree erent SES 
Company 

Address____ 


City. 





10 


SOME 
HOLES 


There are over 5000 skilled 
U.P.L. photographers through- 
out the U.S. and the world 
ready to take an application 
photo like this, or the photo 
you want, where, when and the 
way you want. 


Mehiman, 
COMMERCIAL PHOTOGRAPHY DIVISION 


UNITED PRESS INTERNATIONAL 
461 Eighth Avenue 


New York, New York 
PEnnsylvania 6-8500 


Boston, Massachusetts 
Liberty 2-2400 
Chicago, Illinois 
WhHitehall 4-4733 


San Mateo, California 
ENterprise 1-0777 
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Bi phe 


PHOTOS 
with a 
Flair 


introduce 
the new 


Chevy 


Chevrolet introduces its 1959 models with some amazingly high quality publicity 


photographs all taken inside a studio and reproduced without any retouching 


By Dick Hodgson 
AR Executive Editor 


The annual competition has been 
won hands-down by Chevrolet. 

Each year, the nation’s auto mak- 
ers compete with one another not 
only to bring out the most popular 
car, but also to produce the best 
publicity photos. 

The examples shown on this and 
the following page were part of a 
complete press kit delivered to edi- 
tors early in October for release on 
October 14. Typical of such press 
kits, the Chevrolet masterpiece util- 
ized photographs with backgrounds 
designed to enhance the beauty and 
emphasize the styling theme of the 
cars. 

But never, in years of examining 
xress kits of all types, have AR’s 
editors seen so many outstanding 
photos in one collection. 


» Impossible as it may seem from an 
inspection of the photos, all of them 


were shot inside the GM studio with 
artificial light and not a bit of re- 
touching was permitted on either 
negative or print. 

Probably the outstanding photo in 
the kit was the one shown above. 
For years, auto publicists have been 
attempting to come up with a good 
vertical photograph. A vertical al- 
ways has publicity advantages, but 
a car is, by its very nature, a hori- 
zontal subject. 

To get this photo, Chevrolet used 
a special platform covered with 
styrofoam painted to resemble 
bricks. All of the bushes are real. 
The top car was hoisted into posi- 
tion by a fork-lift truck. 

The man _ responsible for the 
Chevrolet photos is assistant p.r. di- 
rector Myron E. Scott. The photog- 
rapher was Walter Farynk, chief 
photographer at 
studio. 


GM’s advertising 


> The production of this year’s pub- 
licity photos started last February, 


when Chevy's p.r. men were given 
their first glimpse of 1959 models. 
They immediately sat down with 
photographer Farynk and _ plotted 
the picture possibilities. 

“We study our autos the way a 
fashion photographer studies a new 
model,” Mr. Scott told AR. “We 
check the best ‘profile, camera an- 
gles and other details to make sure 
we take every advantage of ow 
subject.” 

The next step is to make rough 
sketches of every photograph which 
will be taken. Then Chevrolet calls 
in 3-D Studios, Detroit, which 





builds realistic props for the shoot- 
ing. The sketches are extremely 
important at this point since if, for 
example, only a corner of a building 
is to be shown, only that portion 
will be constructed. 


> Actual shooting started on June 
14 and continued for nine days 
and nights. The p.r. department had 
“first crack” at the new cars. Closed 
vans delivered the 1959 models right 
into the studio and the p.r. photo 
team went to work. The crew in- 
cluded a master carpenter, master 
electrician and two stage hands. 

Lighting is the biggest problem in 
taking the retouching-free photos. 
This is no mean feat with the in- 
creased glass and chrome on the 
new cars. All floors in the 45x45’ 
studio are painted white, as are 
movable side walls. 

After from two to two and a half 
hours to make proper adjustments 
in lighting, a test shot is made. Be- 
fore any further shooting, the test 
shot is processed and examined 
while the negative is still wet. If it 
meets with complete approval, the 
actual shooting begins. 

Each set-up is shot in black-and- 
white and color and about a dozen 


angles are used for each shooting. 
This permits “exclusive” releases to 
selected publications in addition to 
the basic press kit mailing. 

The publicity photos are a “rush” 
job even though they aren’t to be 
released for some time. The cars 
and studio facilities are in heavy 
demand since separate photos are 
taken for publicity and advertising. 


> “We are constantly striving for 
realism in all of our pictures,” Mr. 
Scott points out. “Our basic prob- 
lem is to get away from stiff, posed 
models. We want our models to look 
like ‘the gal next door.’ 

“We particularly want to get the 
impression of motion into our pic- 
tures,” he told AR. “Short exposures 
are important, since models can't 
very well show much motion when 
they have to maintain a ‘frozen’ 
position.” 

For the color shots, Super Ansco- 
chrome is used for top speed. Maga- 
zines are always furnished original 
film since Chevrolet feels that du- 
plicates lower quality. 

In addition to insisting on no re- 
touching for its publicity photos, 
Chevy also avoids such “trick” tech- 
niques as double exposures. 44 





If it matters how well your self-adhesive 
signs look, adhere and last... 


Genuine FasCal Vinyl and Chrome self-adhesive materials 
are identified by the imprint on the back. This is your assur- 


Look for the ance the sign has 
R 
¢ superior high-tack adhesive 


a smooth, glossy surface that will not peel, crack or de- 
laminate...a surface that screens beautifully and lasts 
and lasts 


high resistance to heat, cold, road dirt and chemicals 
backing that peels off easily, uniformly — consistently! 
a reputation for top quality earned through years of use 


If this is what you want, insist on FasCal. It’s imprinted to 
help you avoid unsatisfactory substitutes. Samples gladly 
submitted on request. 


Imprint on the Back 


Fasson Products 
: = DepartmentA-|| * 250 Chester St. © Painesville, Ohio 
on Avery company ELmwood 2-4444 
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DEALERS 


exacting Shell trademark 
reproduction in enduring 
illuminated plastic 


SELL 


A sign that shines out in the night . . . that beckons brightly for 
miles, even in daytime! A sign that sells at the point-of-purchase. 


We are proud to design signs for the leaders in consumer marketing. 


We'll be happy to tailor a trademark identification 


program to your needs. No obligation, of course. 


illuminated 


plastic signs of 


success Knoxville, Tennessee 
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CIGARILLO- 


SALES BARRIER BUSTERS 


FOR DISPLAY 
PLACEMENT OF 
“—_ CIGARILLO CIGARS 


fea 


a 


MAIL CERTIFICATES WITH ORDER FORM TO 


PRIZE CERTIFICATE 


et 


SEE YOUR PRIZE BOOK 
FOR BEAUTIFUL PRIZES 


SALES BARRIER BUSTERS PRIZE HEADQUARTERS 


70 W. HUBBARD ST., CHICAGO 10, ILL. 
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Coveted Certificate . . 


DWG Cigars turned to an 
incentive plan to give dis- 
tributor salesmen an extra 
reason for getting its pack- 
ages out in front on cigar 
store counters. 


The problem was to get the box 
of cigars on the retailer's counter, 
where customers could see it and 
buy. 

But how? Cigar jobber route 
salesmen are really small distribu- 
tors. They carry many competing 
lines. Why should they push one 
brand over another? 

The retailer’s attitude is similar. 
He carries all brands. Why should 
he display one more prominently 
than another? 


> The answer for the DWG Cigar 
Co., was to give both salesmen and 
retailer an added incentive for the 
sale and display of their R. G. Dun 
Cigarillos, Emerson 6c cigar, and 
Odin 5c cigar. 
The incentive was not money. 
Instead, DWG turned to John 
Plain & Co., one of the leading firms 
in incentive merchandising. John 
Plain devised a_ tailor-made plan 
designed to get that box of cigars 
on the counter by making it worth 


. This certificate, printed in blue-green 
ink on a golden check paper, was packed in each box of cigars. 


while for 
there. 


the salesman to have it 


> Sales on the DWG brands pro- 
moted zoomed upward during the 
period of promotion and continued 
at a high level as a result of excel- 
lent consumer response. What made 
the results more impressive was 
that all this was done in the face 
of a recession. 

DWG was interested in increas- 
ing sales of its three brands and in 
introducing the products to new cus- 
tomers. Accordingly, DWG designed 
a special top-of-the-counter mer- 
chandising unit. 


Incentive Materials 
Sent to the home, 
these helped light 

a tire under the 
salesmen at the 
start of the day 


The route salesman could take it out only when he opened the 
box to put it on the front of the counter 


How Incentives Get Displays 


But how to get salesmen to open 
up the unit, set it up on the retail 
counter rather than merely sell the 
deal and leave it to the retailer's 
discretion as to whether or not he 
should display it? 


> A coupon worth a specific amount 
of money toward a wide variety of 
merchandise prizes in a 94-page 
catalog, was placed inside the box. 
It became necessary for the sales- 
man to open one of the special dis- 
play units, in order to remove the 
coupon which he could apply to- 
ward a prize. The prizes in the cat- 
alog ranged from a 21” color tele- 
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Gy Styles | TIMES bite 


change... 


SIGN Sjchange, too! 


Our creative staff goes beyond 
modernizing the over-all appear- 
ance of your outdoor metal 
signs. Improved engineering 
techniques in fabrication and 
materials are utilized to make 
your displays more durable and 
functional. 


RESULT: Better eye-ap- 
peal, longer sign life, and 
lower cost per year of 
service. 


There are Stout Representatives 
in most principal cities of U.S.A. 


How to cet FREE 
PREFERRED SPACE WITH 

] AN ADVERTISING MEDIUM 
OF MAXIMUM IMPACT! 


Ce ATTN 


Get the full story of the longest-lasting, 
hardest-hitting point-of-sale material your 
money can buy . . TM mba. 
Banner's new illustrated brochure. Valuable, 


fascinating, free . . . Write right now to: 


HOLLYWOOD 
BANNERS 


116 East 32nd Street * New York 16, N.Y 
Telephone: OR 9-4790 
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AT STOUT... 

MODERN CREATIVE DESIGN 
AND ENGINEERING 

KEEP PACE WITH 

THESE CHANGES... 


Send | * 
for Catalog 


[eee ee ae | 
Trem ith se CVT eee ee a eT 


(" STOUT Porc. 


The Only 4-POSITION 
EASEL BINDER 
30’, 60’ and 80’ Degrees, and 
flat 
®S®O©eOe®o 


SELLEBRITY 


PAT. PEND. 


The Easel That is Practically Automatic 


Carried in Stock: Black imitation leath- 
er binding in standard 11” x 9” sheet size. 
No. 119T—3-ring standard loose leaf 34” 


cap. No. 119 M—22-ring Multo loose leaf | 
3%," cap. Available from stock @ $5 ea. | 


Quantity prices on request. 

SELLEBRITY* binders can be made in 
various ring capacities; also supplied with 
acetate folders. Prices and samples on re- 
quest. Write Dept. AR. 


*SELLEBRITY is protected by U.S. Patent 


®S®OLEe®S @®O 


Creative Binders for Advertising & Selling 


318 W. 48th St., New York 36 
PL. 7-5950 


vision set to cigaret lighters. Toys, 
clothes, furniture, watches, silver- 
ware, household appliances, power 
tools and even a fur coat were in- 
cluded. 

The retailer’s incentive was also 
contained in the display unit. He 
received free two five-packs of 
cigarillos, one Odin five-pack and 
one Emerson five-packs for plac- 
ing the unit prominently on his 
counter. 

The special program lasted for 
one month. It was a nationwide 
campaign, with 2,000 salesmen par- 
ticipating. The sales volume curve 
spurted sharply upward. R.G. Dun 
Cigarillos were sold in stores that 
had never carried them before. The 
program was an unqualified suc- 
cess. 


> In the DWG Cigar Co. campaign, 
broadsides and flyers mailed to in- 
dividual salesmen and their wives 
heightened interest in the campaign. 

First, a teaser was sent, announc- 
ing the “Sales Barrier Buster” cam- 
paign. A space age theme was used 
throughout the promotional mate- 
rial, equating the adventure and 
daring of breaking the sound barri- 
er with breaking the “sales barrier.” 

The flyer was followed up with a 
brochure listing the program, and 
accompanied by an appetite-whet- 
ting 94-page prize catalog. 

The salesmen’s wives were also 
circularized, urging them to get be- 
hind their husbands’ efforts. John 
Plain sent paper napkins to the 
wives which were imprinted with: 
“Good morning dear, today’s the 
day you'll take off for new sales 
records: I know you can be a sales 
barrier buster.” This proved to be 
particularly effective. 


> The intensive, week-long cam- 
paign paid for itself many times 
over. Getting the DWG brands up 
front led to increased impulse sales, 
and many of these turned into regu- 
lar purchasers. 

A properly-planned _ incentive 
program can be designed to accom- 
plish almost any objective. 


Front and Center . . . In a jungle of com- 
peting brands, it takes a special effort 
to get one line out where it can pick 
up impulse sales. 





Here’s the story of the clock in 
Billings, Montana, which has 
broken all the records for Car- 
ter Oil Co., its sponsor. 


By Vin A. Corwin 
Advertising Department 
The Carter Oil Co. 
Billings, Mont. 


ce ee ee: 
final count-down had begun 

Ye gs AIL ete ED oe OR Oe OOS eee 
Montana Governor J. Hugo Aronson 
grasped the giant switch. 

—~ ec bevesasuee ace |e 
closed the switch and, for a few 
seconds, more than 1,000 persons 
waited expectantly, with eyes turned 
skyward. Slowly the big sign, 128’ 
above the ground, began to turn. 
The world’s largest revolving clock 
was in operation. 

Without doubt, the most anxious 
spectators were officials of the 
Carter Oil Co., sponsor of the big 
spectacular. The dedication culmi- 
nated several months of planning 
and preparation. What started out 
as a means of impressively identify- 
ing their marketing headquarters 
evolved into the world’s largest re- 
volving clock, with the company 
trademark, a Carter Oval, on the 
opposite side. 


>’ When the governor closed the 
switch at exactly three o’clock on 
June 2, he started in motion a spec- 
tacular sign that: 


The World’s 


Largest 


Revolving 


Clock 


e Measures 32’9” long by 21’ 312” 
high. 


e Has a total structural weight of 
30,958 pounds and a revolving 
weight of 15,172 pounds. 


e Is readable almost two miles 
away and is illuminated at night by 
1,000’ of neon tubing. 


e Includes the nation’s first civil 
defense loud-speaker system. 


e Chimes the hours and announces 
the time by voice. 


e Broadcasts a daily five-minute 
newscast at noon to tie in with “The 
Carter Reporter,’ Carter’s televi- 
sion newscast heard throughout its 
marketing territory. 


e Revolves twice every 1%4 minutes. 


e Is engineered to stand a wind 
velocity full face of 150 miles per 
hour, but is designed, when the 
wind exceeds 30 miles per hour, to 
slip clutch and “weathervane” into 
the wind. 


e Has a single ball bearing 4%4” in 
diameter supporting its entire re- 
volving weight. 


e Is revolved by a 12’ bull wheel 
connected by 62’ of endless chain 
to a one horsepower motor. 
Carter’s claim that the size is a 
world’s record has been verified by 
the curator of clocks at the Smith- 
sonian Institution, worldwide news 
services, Signs of the Times and the 
National Time & Signal Co. 


> Carter management started mak- 


ing definite plans for the sign last 
year, because they felt the need of 
identifying their marketing offices, 
located on five floors of the six- 
story Security Trust & Savings 
Bank. Carl B. Yantis, general mer- 
chandising manager, and F. Van- 
Iderstine, advertising manager, who 
spearheaded the planning, agreed 
that full value could not be realized 
if the identification were to be just 
an advertising sign. If service could 
be rendered to the community in a 
way that would constantly lead 
people to look at the sign, the Carter 
Oil Co. would benefit materially. A 
clock was decided upon, as fitting 
best with the Carter Oval design. 

The loud-speaker system was an 
afterthought, but quickly became an 
important part of the over-all proj- 
ect. Powerful enough to broadcast 
throughout the city in times of 
emergency, it will normally be heard 
clearly about three blocks away. 
Other than the newscast and an- 
nouncement of time, the loud- 
speaker system has been turned 
over to the city for such uses that it, 
through Police Chief C. E. Maness, 


may determine. 


> To create public interest in the 
erection and dedication of the giant 
timepiece, a contest to guess the 
weight of the minute hand was con- 
ducted. The 108”-long hand was 
displayed in the bank lobby and 
Carter Servicenters served as reg- 
istration points. Television, radio, 
newspaper and point-of-sale adver- 
tising promoted the contest. 

It proved quite successful, drawing 
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500° 


RLGISTER HERE 


Station Promotion . The contest on 
guessing the weight of the clock was 
promoted with prominent signs at all 


Carter gas stations 


several thousand entries. Guesses 
ranged from 15 ounces to 3,600 
pounds — quite a spread around the 
actual weight of 53 pounds 4 ounces. 
The winner was awarded $500 in 
merchandise. 

One unsuccessful entrant should 
be given credit for the best try and 
guessing the weight. He brought 
four bathroom scales into the bank 
lobby and placed one under each 
leg of the display case, in an effort 
to calculate the correct weight. 


> Montana’s Governor Aronson ac- 
cepted an invitation to officiate at 
the dedication. To assure accurate 
time for the start of the clock, a 
count-down was conducted, be- 
ginning five minutes before three 
o'clock. Coordination between the 
clock, the revolving mechanism and 
the sound system was checked to 
the last few seconds before the Gov- 
ernor closed the switch. 

Publicity about the erection and 
dedication was handled by means 
of news releases with photos or mats 
to newspapers, radio releases and 
slides to television stations through- 
out Carter’s marketing territory in 
the Rocky: Mountain and Pacific 
Northwest areas. These received 
good coverage. 


> Erection of the sign created a 
great deal of interest in Billings. The 
entire sign was raised in sections 
from the street by a crane with a 
120’ boom, under the supervision of 
Billings Neon Mfg. Co., contractors 
for the display. 

As the clock made its first revolu- 
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tion, a great look of satisfaction 
passed over the faces of those con- 
cerned closely with its development. 
Yet, despite the fact that it is the 
world’s largest revolving clock, F. 
Vanlderstine, Carter’s advertising 
manager, was heard to say, “It’s 
still not big enough. You can’t build 
a sign too large. Next time, we’ll 
make it threee times the size, and it 
will still probably be too small.” 4 4 


Toll Road Poster Ads 
Introduced by Truckers 


Outdoor posters on state toll 
roads and Federal interstate high- 
ways—where usual roadside posters 
are banned—are now possible 
through a new service available 
from Truck Advertising Inc. 

The new display service enables 
one- and three-sheet posters to be 
attached to 6,000 trucks and trailers 
already signed up for this service. 

Trucks are all on regular runs 
and coverage can be spotted for any 
area advertiser desires, including 
both saturation coverage of large 
population centers and the now 
“adless” highways. Rates, in line 
with other outdoor media, are com- 
missionable to recognized ad agen- 
cies and include posting, mainte- 
nance, checking, etc. 


Special weather-proof adhesive 


New Display Pieces 
Keeps Ads Underfoot 


A new display piece guaran- 
teed to eliminate crowded loca- 
tion problems has been. developed 
by Campbell-Ewald Co. in the 
form of a ribbed polyethelene 
plastic floor runner livened by an 
advertising imprint. 

Developed for Detroit Edison, 
the first application of this item is 
a 9 long, 30” wide clear plastic 
strip designed to help keep floors 
clean at store entrances as well 
as promote the advantages of 
electric water heaters in clear, 
large — if underfoot — type. 

Copy is printed directly on the 
back of the plastic runner in or- 
der to keep the imprinting free 
of scuffing. Clear printing on the 
ridged surface of the plastic was 
accomplished by a slow silk- 
screening process and by keeping 
the enamel paint thick enough to 
prevent it running on the ridges. 
First tests indicated a life of 60- 
90 days under heavy floor traffic 
for the new display runners. 44 


and coating are used on the moving 
boards to insure a clean, bright ap- 
pearance for quick identification. 
Additional information is avail- 
able from Truck Advertising Inc., 
203 N. Wabash Av., Chicago. 44 


Giant Outdoor Displays 
Suggested for Christmas 


The many giant-size applications 
of a holiday theme in outdoor dis- 
plays are aptly illustrated in a 
giant-size flyer from Cecilia Staples 
Inc. 

Showing only those displays al- 
ready used by companies through- 
out the country, the flyer’s illustra- 
tions and descriptive copy prove 
that while the holiday might be old, 
the outdoor display possibilities con- 
cerning it can be arrestingly new. 

Copies of the flyer are available. 

. . for more details circle 1132, page 135 


Case History Booklet | 
Proves Car Cards Sell 


A series of case histories showing 
the use of transit advertising by 
food processing companies is pre- 
sented in a 20-page, four-color 
booklet from the National Assn. of 
Transportation Advertising Inc. 


Advertising Floor Runners . . . 
p-o-p display piece features ad 
on ribbed plastic floor runner 





Entitled “Transportation Adver- 
tising SELLS Food Products,” the 
booklet illustrates how food product 
advertisers have utilized the various 
available types of transit advertising 
space. 

Among the national, regional and 
local advertisers whose transit ad 
campaigns are reviewed are Breast- 
O’-Chicken Tuna, Calo Dog Food, 
Hunt Foods, Illinois Meat Co., Lang- 
field Co., National Food Stores, 
Quaker Oats and Safeway Stores. 

Copies of the booklet are avail- 
able. 


- for more details circle 1133, page 135 


Outdoor Display Motor 
Eliminates Fire Hazard 


Controlled display motion in fire- 
hazardous locations is now possible 
with the introduction of a non-elec- 
trical, air motor by the Marketers 
Inc. 

Activated by a rubber hose con- 
nection to the tire air stand, the new 
motor eliminates the danger of 
static electricity and opens up a 
whole new field of station merchan- 
dising for the gasoline and oil com- 
panies. 

No expensive installation is re- 
quired, and the unit is able to ac- 
tivate giant outdoor displays through 
the principle of passing a tiny jet of 
compressed air over a wheel which 
is linked through gears to a ro- 
tating shaft, wig-wag arm, or any 
other combination of motions de- 
sired. 

Complete details are available 
from The Marketers Inc., P.O. Box 
113, Pratt Station, Brooklyn. a4 


Plastic Display Process 
Offers Greater Brilliance 


A new “fluorescence-on-plastic” 
process that offers up to 400°; more 
brilliance for shelf strips and other 
display items has been introduced 
by E. F. Twomey Co. 

Called “FluoroAd,” the new 
method lays 8 to 12 times the amount 
of fluorescent color possible by 
ordinary methods. Base sheet is 
bright white plastic which empha- 
sizes fluorescent brilliance. Color is 
overlayed with tough, thin plastic 
film, eliminating abrasion and wear. 
The special plastic sheet is dimen- 
sionally stable, retains snap and 
brilliance even under heat, cold or 
moisture conditions and will not 
wilt. 

The result is a card for shelf-strip 
or marking systems, freezer inserts 
or other point-of-sale needs that is 
considerably brighter, easy to clean 


PRICE BROTHERS, Inc. 
4301 W. Madison St. 
Chicago 24, Ill. 


dependable power 
at the 


point of sale... 
SHANIGHIRIGN: 


TIMING MOTORS 


PRICE BROTHERS, Inc. 
4301 W. Madison St. 
Chicago 24, Will. 


Effective long-life ‘‘sell’’ in 
these displays is assured by 
precision-built SY NCHRON 
Timing Motors. SY NCHRON 

the proven name in P.O.P. 
motion—built by Hansen, 
recognized quality leader in 
timing motors and motor- 


driven displays. 


ra and CSA approved 


SYNCHRON 30 SYNCHRON 20 


Super Hi-Torque Timing Motor —Ideal for short Hi-Torque Timing Motor —For long term opera- 
term applications operating turntables, display tion of turntables, display wheels, and rotating 
wheels, rotating signs, and easily adapted to any signs. 20 inch ounces guaranteed torque at | 
special type of motion display. 30 inch ounces RPM. Can be adapted to any special type of 


guaranteed torque at | RPM. motion display 
ESTABLISHED 1907 PRINCETON 11, IND. 
SEE OUR 
aN tor Engineering i Anaele WEbster 3-7591) and Qak 
tady, New York 


HANSEN MANUFACTURING COMPANY 
Winslow Electric Co., Chester, Conn., Philadelphia Cleveland and New York, N. Y 
C. Johnson Agenc os, ix 


, Rochester, Buffalo, Syracuse, Binghamton and 


Wt “Workhorse of the Industry ® 
Hansen Representatives The Fromm Co., 5150 W. Madison St., Chicago, II!.; 
SWEET'S Calif; H. C. 


Pre 


Q. What's New 
about the 
“TICKA-TAPE LETTER? 


A, it features a pull-out tape seeming to 
come out of the photo of a wire-ticker. 
Pull-out tape reveals headline message 
of letter. 


Both tape and ticker are visible through 
cellophane window of mailing enve- 
lope, creating a teaser effect on recip- 
ient — gets him to open letter, see 
headline, and read body-copy. 


Q. How proven effective is 
the new “Ticka-Tape Letter? 


A. The following case history 
speaks for itself. 
On April 23, Forbes tests Ticka- 
Tape Letter to 10,000 names. 
On July 16, Forbes reorders 
280,000 Ticka-Tape Letters! 
Other advertisers who have used 
this new letter-technique with 
startling results include manufac- 
turers, publishers and service 
organizations. 


S. J. Nardone 
For Sample and Costs—Write on your company letterhead to: Mailograph Co., Inc 


39 Water St., New York 4, N.Y 1) 


——_ 
— 
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PULPWOOD PROSPECTOR WITH 


Glenn Goebel’s timber prospecting takes him up and down the 
Mississippi where Delta Hardwoods grow in lavish abundance. 


These lush, untapped hardwood growths have taken on new 
economic significance, for Crown Zellerbach research has proved 
that their pulping characteristics contribute importantly to 
a smoother, more uniform base sheet for coated book papers. 


These abundant river forests will be the principal supply source 
for a giant new printing paper mill, now under construction at 





a 


— 


Glenn E. Goebel (right), Wood Procurement Supervisor, Crown Zellerbach, shown with Clinton Byrd, independent pulpwood supplier 


AN EYE FOR DELTA GOLD 


St. Francisville, Louisiana. There, Crown Zellerbach will manu- 
facture the first double-coated paper to be both roll-coated and 
trailing-blade coated on the machine, in one continuous operation. 


Out of this the South will gain a new, perpetual ‘‘cash crop.” 
The Printing Industry will gain 
a premium quality paper, of 
extraordinarily level /smooth 
surface, at non-premium prices. 
To be available early in 1959. 





If you were born 
under the sign of 
Taurus, you're a 
go-getter . . forceful, 
convincing. 
Practicality and 
stability are your 
strong points. You 
make people come to 
you .. and you have 
a strong commercial 
know-how when it 
comes to money. 


And another go-getter Sign to remember is TEXLITE. Forceful, 
convincing? TEXLITE signs bring people to you because they’re 
designed with skill and experience to command attention. 
Practical? They’re engineered for rugged day-in-day-out service 
.. longer service with less maintenance. Porcelain enamel, 
plastic, or any combination of the two, whatever will serve you 
best.. TEXLITE makes it. Four hundred craftsmen, with a 
modern 160,000 square foot plant, are ready to prove their 
know-how when it comes to signs.. whether your need is for 
10 or 10,000 of these sales-builders. 


Another Quality Sign by Texlite 
20-page, beautiful full color sign brochure is yours 
on request, on your company letterhead. 


_ BUILDERS OF QUALITY SIGNS SINCE 1879 


3307 Manor Way + Dal/as, Texas 


The Only Publication REGULARLY COVERING 13 
SECTIONS OF ADVERTISING'S $3 BILLION MARKET 


® Signs and Identification © Radio and TV 
Materials Production 


e as and ® Printing and Binding 
jatemaking 
® Window and Store © Art and Photography 


Displays ® Shows and Exhibits 


© Typography and ® Direct Advertising 
Layout 


© Audio and Visual Aids ° Paper 
® Labeling and ® Premiums, Prizes and 
Packaging Specialties 


Advertising Requirements 
200 E. Illinois St., Chicago 


16 ° ao * November 1958 


and lasts indefinitely, the producer 
says. 

Available in any size, the cards 
may be scored, folded, or cut to 
shape. Samples, prices and details 
on design service are available. 

. for more details circle 1134, page 135 


Outdoor Display Ideas 
Shown in Pratt Catalog 


A variety of outdoor display ideas 
currently available are illustrated 
and described in a new 16-page 
catalog released by Pratt Poster Co. 

Display items in the line include 
flag pennants, posters, letter-ban- 
ners, pole displays, propeller spin- 
ners, and cutout window display 
letters. Special display items also 
illustrated in this catalog include 
items for grand openings, open 
houses, anniversaries, holidays, etc. 

Available in stock messages or 
custom designs, the majority of the 
Pratt items are made of heavy-duty 
plastic or cloth for all-weather out- 
door use. 

- for more details circle 1135, page 135 


Changeable Neon Letters 
Detailed in New Folder 


An illustrated folder detailing the 
possibilities of changeable neon let- 
ters is available from Magic-Lite 
Ltd. 

Designed for versatile flexibility, 
the ‘“Magic-Lite” sign can be 
changed both as to form and mes- 
sage within one minute by anyone. 

A variety of sign applications is 
shown in the folder, ranging from 
a bank’s window display to a butch- 
ers daily price schedule. 


- for more details circle 1136, page 135 


Sunshine or Snow . . . Display campaign 
launched by Gordon aims at selling gin 
and vodka as all-weather drinks. Units 
were designed by Consolidated Lithog- 
raphing Corp., contain actual thermom 


eters 





How to 


Save on Your Printings Bills 


© 65 ways to make practical economies 


It isn’t really difficult to save money on printing. 
A confidential talk with any printer will show you, 
in quick order, that there are only a few reasons 
why printing bills are higher than most customers 
feel are necessary. They can be assigned, in general, 
to one of the following categories: 


e The job is over-graded .. A higher quality proc- 
ess is selected than is warranted by the task assigned. 
An obvious example of this would be if you specify 
a rag ledger paper for an internal memo. 


e The job is over-rushed .. When you wait until 
there is not enough time to do the job on regular 
time. If you want to find out how this boosts costs, 
wait until December 15 to approve the design of 
your Christmas card and insist that you have it no 
later than the 20th. 


e The job is over-hectic . . This is another way of 
saying that it is under-planned. If you omit to think 
your job through, you will incur the extra costs of 
wasted effort, wasted work. For example, waiting 
until the galley proofs to make copy revisions that 
should have been done in manuscript will run up 
your total printing bill unnecessarily. 

These errors, in thinking, in habits, in approach, 


the 
best 
of 


can be corrected, and it is not difficult to do so. It 
requires a number of steps, each small in itself, but 
each contributing to a more efficient purchasing of 
printing. 

Here are 65 suggestions which will result in econo- 
mies and increased efficiency. While not all of them 
apply to all projects, enough of them are widely 
enough applicable to be worth saving and worth 
checking your own habits against every once in a 
while. 


Planning the Job 


1. Consult early with all suppliers. Sometimes a 
minor alteration, such as trimming the size of a bro- 
chure a fraction of an inch or so, can result in sub- 
stantial savings. 


2. Be sure you know what you want before actual 
production has started. This can save many costly 
delays. 


3. Set a schedule, with deadlines for all concerned, 
but make sure that the deadlines are realistic and 


acceptable to everybody. 


4. Set up a regular planning session with the print- 


e ¢ © This is the eleventh in our monthly series of bonus features for AR 
readers. The bulk of the material included in this report comes from these 
articles: “Fifteen Ways to Save on Your Printing Bills” (February 1953) ; 
“A System for Controlling Printing Costs,’ by Frederic Kammann (a series 


which ran from May through September, 1956). In addition, suggestions 


were picked up from numerous features and fillers run in AR columns dur- 


ar 


ing the past years, and were drawn from helpful and informative literature 


issued by paper makers, printers and others. 


Copyright 1958 by Advertising Publications Inc. 
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ers you use most frequently. Spend an hour or two 
each month going over the work just ahead. He can 
help you plan bleed pages to your best advantage, 
and lay out your color forms so that you get the 
greatest effect for the least expense. 


5. Establish a single liaison spot within your com- 
pany for each job. This not only saves time for your 
printer, but avoids contradictory decisions and makes 
sure that no important factor falls between two 
members of your staff, each thinking the other has 
handled it. 


6. Start planning in time to allow safe margins for 
printing and production. Make allowances for emer- 
gencies and upsets. They always occur. 


7. When getting a quotation from a printer, make 
your specifications clear, but not too rigid. Permit 
him to make suggestions for changes that will cut 
costs without affecting the efficiency of the piece. 


8. Think through carefully the possible uses of the 
piece or of variations of the piece. Make as firm an 
estimate as possible of the size of the original run, to 
avoid wasted copies or expensive re-runs. 


9. Don’t overlook the possibility of gang runs. By 
combining two or more pieces on the same form, 
you can cut down waste paper, and can perhaps 
move to a lower-cost press. 


10. Don't limit your thinking to letterpress and 
lithography alone. Gravure, collotype and screen 
process all play an important part today, each in its 
own specialized area. 


Preparing Your Copy 


11. Standardize on one size of copy paper, preferably 
81x11”. Trying to juggle mixed-up sheets of paper 
will slow up a compositor. ‘ 


12. When you include clippings, tear-sheets, etc., in 
your copy, paste or staple them to a standard sheet. 
Avoid both pins or paper clips. 


13. Be sure your instructions to your typesetter are 
clear and complete. Include size of type, leading, 
typeface and line measure in that order. This type, 
for example, was ordered as “9/10 Textype on 19 
picas.” 


14. If you tend to order the same typefaces in the 
same style over and over, as you would for a house 
organ, a multi-paged booklet or a catalog, get a set 
of rubber stamps to cover the more common situa- 
tions. This makes sure that all information is clear 
and complete. 
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How to Save 


15. When your volume of type ordering gets a little 
heavier, use a printed copysheet, which is a time- 
saver all along the way. Proper design will save you 
time in estimating the space a body of copy will take 
up, in specifying type, and in avoiding mistakes. 


16. Develop a style manual for your own organiza- 
tion. While you should have a standard manual, such 
as the New York Times Style Manual, the University 
of Chicago Style Manual, or the Government Print- 
ing Office Style Manual, as a reference volume, you 
also need material adapted to your own peculiar in- 
terests. Jot down the preferred spellings of words 
that occur frequently in the material you handle. 


17. Be sure the typewriter ribbon you are using is 
black enough to be easily read. 


18. In typing original copy, cross out an entire word 
that is wrong and write it correctly right afterwards. 
Avoid typing a correct letter over one that is wrong. 
And don’t waste your time trying to make a neat 
erasure. 


19. Make carbon copies of all manuscripts, captions 
and instructions, as insurance against the loss of 
original material or later misunderstanding. They 
also help when the printer calls up with a question 


BEST OF AR 
REPRINTS 
AVAILABLE 


Reprints of all articles in this ‘‘Best of AR’ series 
will be available immediately following publication. 
Single copies can be obtained for 25c each; lots of 
10 of any one reprint, 20c each; lots of 50 or more, 
15¢ each; lots of 100 or more, 12 Vac each. Presently 
available are: 

301 ..A Basic Guide for Paper Buyers 

302 .. A Basic Guide for Better Advertising Photos 
303 . . A Basic Guide to Business Films 

304 .. A Basic Guide to Direct Mail 

305 .. A Basic Guide to Display Typefaces 

306 .. A Basic Guide to Packaging 

307 . . A Basic Guide to Specialty Advertising 

308 .. A Basic Guide to Television Commercials 

309 . . 105 Ulcer Reducers for Exhibitors 

310 . . What Makes Good POP Advertising 

311 . . How to Save on Your Printing Bills 

Order by number from Reprint Editor, Advertising Re- 
quirements, 200 E. Illinois St., Chicago 11. Please 
enclose payment if your order totals less than $2 











on Your Printing Bills 


A Make correction indicated in mar- 
gin. 


pele Retain crossed-out word or letter; let 
it stand. 


-+«++ Retain words under which dots ap- 
Out spear; write “Stet” in margin. 


x Appears battered; examine. 


O-~#() 0 FL 


= _ Straighten lines. 
Vv v vw Unevenly spaced; correct spacing. 


} Line up; i.e., make lines even with 
other matter. f ’ 


uum laMake no break in the reading; no € LJ Lower to proper position. 


no F No paragraph; sometimes written III| Hair space letters. 


wy Insert apostrophe. 
“run in.” wf. Wrong font; change to proper font NY ay Insert quotation marks. 
ste C0 Here is an omission; see copy. Qu 2 Is this right? & Insert superior letter or figure. 
GF Make a paragraph here. de. Put in lower case (small letters). 4 Insert inferior letter or figure. 


Transpose words or letters as indi- AC. Put in small capitals. 


cated. Caps Put in capitals. 


SJ Take out matter indicated; dele. 


F 





on copy, since it gives you an opportunity to have 
in front of you an identical copy of what he is query- 
ing. 


20. Have all revisions made on a single copy of the 
manuscript. While pressure of time may make it 
necessary to distribute several copies of the manu- 
script among staff members, this is always a dan- 
gerous procedure, and one which is often time-con- 
suming. Not only may revisions get lost when being 
transferred to the master copy, but also revisions 
from various people may be contradictory, and you 
will have to take time to reconcile them. 


21. Each revision should be identified as to the per- 
son who suggested it. Get revisions initialed, or use 
some other way of keying them. For example, get 
each man to use a specific color pencil for his com- 
ments. 


22. When all revisions are made, retype the copy 
to eliminate handwritten changes, and read it back 
against the original. 


23. Number all copy sheets consecutively, to permit 
the compositor to break your manuscript up among 
several typesetters if necessary, and still permit the 
galleys to be pulled in the proper order. 


24. When adding pages of inserted copy, it is safest 
to renumber consecutively. If this involves too many 
pages, you can identify the inserts by labeling them 
A, B, and so forth. 


25. Indicate the end of the manuscript clearly. Either 
type “end” or the figure “30” at the bottom of the 
last page. 


Standard Proofreaders’ Marks 


Line drawn through a cap means ata. Change to Italic. 
lower case. 


Upside down; reverse. 
Close up; no space. 
Insert a space here. 
Push down this space. 
Indent line one em. 

L Move this to the left. 


J Move this to the right. 


Raise to proper position. 


Cvic. Put in caps and small caps. 


3 Take out character indicated and New .Change to Roman. 
‘ag close up. 








== _ Under letter or word means caps. 





= Under letter or word, small caps. 





— Under letter or word means Italic. 






aan Under letter or word, bold face. 





2/ Insert comma. 





Insert semicolon. 





Insert colon. 


we 
ae 





Insert period. 





“i, 
« O 


Insert interrogation mark. 





Insert exclamation mark. 





~ ms 
oo = 
_— ~ 


Insert hyphen. 








Insert brackets. 





naw 
— a 
ws Ly 


Insert parentheses. 






One-em dash. 







Two-em parallel dash. 


¥ || 3|- 


—from the ATA Handbook 


26. Read your manuscript for sense as well as style 
before getting it set. Revisions in copy are much 
cheaper than revisions in galleys. 


27. If a page has too many corrections, retype it. A 
typist’s time is much less expensive than that of a 
typesetter. 


28. On manuscript, use a colored pencil to indicate 
typefaces and other directions to the compositor. This 
helps him find the directions he needs without delay. 


29. If you have room, use the right hand margin to 
mark all instructions for machine composition; the 
left hand margin for hand composition. 


30. The time to check copy for such obvious things 
as names, addresses, telephone numbers, prices, etc., 
is in manuscript, not in galleys, pages or finished 
copy. 


31. Late or sloppy copy is costly. A few minutes 
spent in copy preparation will save hours of costly 
production in the plant. 


Design & Artwork 


32. Keep your layout clean. Do not make any extra- 
neous markings. 


33. If your layout needs some directions, keep them 
to the absolute minimum. To handle changes from 
the original in type or illustration areas, put them 
on a tissue overlay. Marking up the original layout 
will just confuse everybody. 


34. Select color position for press economy. Prope: 
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planning may avoid an extra press run. For example, 
slight changes in design may permit a split fountain. 


35. In picking out your colors, try to stay within the 
range offered by your printer’s regular ink maker. 
You'll get greater consistency in color and a lower 
handling cost if you pick a color right out of the 
book, rather than asking your printer to match a 
sample with a special mix. 


36. Avoid close color registration when possible. 
This will cut down both on time for press prepara- 
tion and on the reject rate. 


37. Remember that simplicity is not only less ex- 
pensive, but frequently more effective. Use the 
simplest format that will do the job. 


38. Make sure that your design does not involve an 
uneconomical use of paper. Check the size of your 
sheet against standard paper sizes to avoid waste. 


How to Save 


39. Determine the weight of your piece, if it is to 
be mailed, before the size is set, not afterwards. 


40. When figuring the weight, don’t forget to take 
into account the ink that will be applied, as well as 
the staples that hold a booklet together or the stamp 
on the envelope. These may be enough to throw the 
piece into the next higher postage bracket. 


41. Discuss any folding specifications with an ex- 
pert in the field. Without knowing it, you may specify 
a difficult and expensive fold, whereas, with a slight 
change, you could shift to a simple machine folding. 


42. Design your pieces and their folds in such a 
simple way that the large sheet can be folded first, 
and then run through the cutter for trimming. 


43. Use straight blade cuts instead of die-cuts. By 
watching the order of folding and cutting, a wide 
variety of effects can be obtained without the ex- 


The Basic Printing Processes 


Letterpress 


mber 


ted tor embossing 
Flat-Bed Cylinder 
mer is held to the 
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on Your Printing Bills 


pense of special dies. 


44. Don’t prepare your final artwork until you know 
what process will be used for reproduction. Then 
select the technique that is easiest for the craftsmen 
of that process. 


45. You can often save the cost of a second press 
run by specifying either a colored or a duplex stock. 
The latter, which has a different color on each side, 
is especially effective with colored ink, or when 
folded and cut so that both faces of the sheet are 
visible at the same time. 


46. It will cost you less if you can use a self-covered 
booklet rather than one with a cover of a heavier 
stock. Along the same line, a self-mailer will cost 
less than using an envelope. 


47. Make pieces of artwork that will be combined 
in the same plates to the same reduction, to avoid 


Screen Process 


extra camera work. 


Dummy, Galleys & Proofs 


48. Learn the standard printers’ correction marks 
and use them properly. They can be a great time 
saver, but there is no point in using them if they 
don’t convey, quickly and clearly, your specific 
meaning. 


49. Read your galleys as carefully as you should 
have read your original manuscript. Don’t wait until 
the page proofs to catch things that could have been 
caught one step earlier. 


50. If copy is to be used in more than one piece of 
printing, make an extra copy for each use, and mark 
each up accordingly. Don’t try to make one page do 
double duty, or carry more than one set of instruc- 
tions. 


Collotype 
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How to Save on 


Your Printing Bills 


51. Correct your galleys and send them to the print- 
er before you send in the paste-up dummy, using 
the revised galleys if at all possible. If this is im- 
possible, send corrected galleys along with the 
dummy. But never, never, send the dummy and then 
the corrected galleys. 


52. Make sure your printer has received all engrav- 
ings or cuts before he receives the dummy for make- 
up. 


53. Paste all engravers proofs, pick-up material, 
etc., in the dummy; don’t just indicate them with a 
pencilled note. 


54. Be sure to indicate on each page of the dummy 
whether it will carry color, and attach a color sample. 


55. Give your printer full instructions as to the 
quantity to be run, how and where they are to be 
shipped, etc., at the same time as you give him the 
dummy. 


Engraving and Platemaking 


56. Be sure your engraving instructions are clear. 
Confusion here can add directly to your costs by re- 
quiring make-overs, and indirectly by throwing you 
into overtime. 


57. Send your engraver the best possible quality 
of photography and artwork. This enables him to 
give you better quality and faster service, as well as 
permitting the printer to cut down on the make- 
ready time required. 


58. Order all your engravings and plates in even 
picas and half picas. This will permit faster and 
neater lock-up of forms. 


59. Indicate crop marks and mortises clearly and 
properly. 


60. Don’t overbuy engravings. Order the least ex- 
pensive type of engraving that will produce the 
quality suited to the process you are using. 

61. Where areas of type are to be broken up for 
color, or there will be a simple color separation of 
line etchings, consider making an electrotype or a 
duplicate engraving for each color, and routing out 
the material to be run in the other colors. This will 
assure perfect register and may cut the cost of plates. 


Miscellaneous 


62. Once you have okayed the job, it becomes very 
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expensive to hold up a press run. Corrections on the 
press are extremely costly, and should be insisted 
upon only in cases of extreme emergency. A correc- 
tion that may take the typesetter only a few minutes 
to handle is also holding up the lock-up man, the 
pressman and his helper, and the press itself. 


63. Submit kill copy promptly. While this may seem 
unimportant to you, being prompt about this will 
raise your standing in the eyes of your printer, for 
holding metal costs him money which is not reflected 
directly in the price of the job. 


64. Keep holdover matter to a minimum. Overset- 
ting uses up valuable metal and labor. It costs the 
printer real money, and this is eventually reflected 
in your bill. 


65. When the job is completed, give the printer com- 
plete and detailed instructions on the disposal of 
original artwork, negatives and plates that he still 
holds. File what you think you can reuse, and de- 
stroy anything that is unusable or obsolete. Not only 
will you save space, but you will also avoid the dan- 
ger of using it by mistake. 44 


Final Okay Checklist 

Review this list at the start of planning, if you pre- 
fer. By all means review it when the piece is up for 
final okay. It may save you the cost and delay of stop- 
ping the presses to supply a missing and vital element, 
or rerunning the entire job. 
. Acknowledgements 
Address space 
Clearance; official approval 
. Closure; wrapper, envelope 
Copyright notice; application 
. Credit lines 


. Cross references 
- Folios 


. Footnotes 


Sen AVewn = 


-~ 


. Form number 

- Imprint space 
Indicia; export 

- Key numbers 

. Page numbers 

. Permit, mailing 

. Prices, verified 

. “Printed U.S.A.” 

- Return address 
Return instructions 
Signature 
Trademark® 





Tenth in AR’s series on external publications 


Milwaukee Carries a Torch 


The country’s outstanding ad 


club publication, Milwaukee’s 


“Torch,” has 


gained national 


recognition because of its pub- 


lic service editorial approach 


and its high production § stand- 


ards. 


By Benn Ollman 


What makes Torch tick? 

The question comes up when- 
ever admen discuss this widely 
heralded Milwaukee Advertising 
Club chapter publication. A few 
years ago the Advertising Federa- 
tion of America dropped its annual 
competition for external publica- 
tions among its member groups. 
Torch was walking off with the 
bulk of the awards, and thereby 
discouraging chapter competition. 

According to Winston C. Wil- 
liams, manager of the public rela- 
tions department of Klau-Van Pie- 
tersom-Dunlap Inc., Milwaukee ad- 
vertising agency, and current editor 
of Torch, the publication’s success 
is due to these primary factors: 


1. It is designed to be a showcase 
for the advertising industry here, 
not merely to provide a_ bulletin 
board for the local Ad Club chap- 


ter doings. 


2. It does not hold itself aloof from 
the community, but attempts to dis- 
cuss and help solve civic, indus- 


trial and commercial problems of 
the entire state of Wisconsin in its 
pages. Torch’s approach to adver- 
tising has never been the usual 
Chamber of Commerce variety, or 
one with political overtones. 


> The first tissue of Torch saw 
print in 1912. Ten issues are pub- 
lished each year, from September 
through June. Circulation is 2,000, 
with roughly one-third of the copies 
sent to readers in Milwaukee and 
one-fourth out of state. Everything 
in the publication is donated, ex- 
cept the printing. The Olsen Print- 
ing Company, Milwaukee, has been 
printing the magazine since it made 
its debut. 

Recruiting a new staff presents 
the major problem plumped into 
the lap of the new Torch editor 
each September at the onset of a 
fresh publishing year. A total of 
80 people are involved in each of 
the 10 issues put out annually. 


Story of Advertising 
Typical spread in 
series shows how 
advertising helps 

a Wisconsin industry 


“Since our staff changes almost 
completely each year, it is the pri- 
mary task of the editor to plan for 
some continuity when lining up his 
personnel,” notes Winston C. Wil- 
liams. “We try to carry over a few 
of the key members of each staff in 
order to give Torch the advantage 
of the experience that these work- 
ers have gained during the previous 
year.” 

A core of 11 people head up the 
major departments. Two handle the 
advertising sales, the others super- 
vise the editorial chores. No one, 
including the editor, is paid. 


>» Advertising revenues are at a 
peak; have been holding strong for 
a number of years. Torch is a prime 
example of what media men mean 
when they speak of quality circu- 
lation. According to one long-time 
graphic arts supply firm advertis- 
er: “Torch is essentially a progres- 
sive advertising man’s book; its 
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OE on Nii eit 89 Lae EES TEASE Ws 


Cuneo 
Quality 
Printing 

and 


Binding 


Lighter papers 
printed and folded on 
our rotary presses 
may answer your 
postal rate problem. 


Rotary offset, letter- 
press and gravure 
equipment, for press 
runs of thirty 
thousand to ten 
million, 


Your inquiry will 
receive prompt 
attention. 


io 
The Cuneo 


Press, Inc. 


2242 South Grove St. 
Chicago 16, IIl. 
Victory 2-2100 


New York—COlumbus 5-5544 
Philadelphia—GArfield 6-6500 
Los Angeles—LUdlow 3-3451 
Milwaukee—B Roadway 6-5340 
Cambridge — K Irkland 7-9600 
Kokomo — GLadstone 7-1111 


CMI Sa ee 


Sales representatives 
in all major cities 


54 ° ao * November 1958 


Sa SE oc 


mailing list is a live one. It circu- 
lates among the people who make 
agency purchasing decisions, and 
we need to contact them.” Altruis- 
tic “help the Ad Club” approaches 
are not needed in the sales pitches 
for Torch space contracts. 

A comparison of Torch with pub- 
lications produced by other local 
advertising clubs throughout the 
country points up the big difference 
at a single glance: Most of the oth- 
ers fall into the “club bulletin” 
category; Torch is a high grade ex- 
ample of graphic arts achievement 
in the publishing field. The bulk of 
the advertisements carried in its 
average issue of 80 pages are pre- 
pared especially for Torch. The ads 
parallel the quality and impact of 
those which run in top, nationally 
circulated business publications. 
> Everyone connected with Torch 
takes pride in its eye-stopping lam- 
inated covers. Veteran readers ea- 
gerly await each issue, if only to see 
what the cover looks like. So im- 
portant have they become that spe- 
cial recognition is always accorded 
to the “cover team” in every issue. 
A two page spread towards the 
front of the book highlights each 
cover with copy headed: “This 
month’s cover... . the artist 

and the team that produced 


In addition to photos and bio- 
graphical data of the people re- 
sponsible for the cover, the spread 
also includes a scaled down repro- 
duction of the cover design. Com- 
petition has grown keen among the 
area’s commercial artists for as- 
signments to do Torch covers — at 
no fee! Others who come in for spe- 
cial mention on the five-company 
“cover team” are the platemaker: 
the printer; the paper supplier and 
the laminator. While other credits 
may vary, all the lamination has 
been handled by C. B. Henschel Co., 


Milwaukee. 


> A major weakness revealed itself 


in recent years, despite the grati- 
fying success Torch had been en- 
joying. There was a lack of stand- 
ardization in its format which pre- 
vented advertishers from planning 
their ad schedules in advance. It 
was not possible for advertisers to 
integrate their ad copy with edi- 
torial themes for future issues. 
Staff members were working from 
issue to issue with no over-all edi- 
torial blueprint to guide them. Long 
range planning was needed. 

In addition, Torch was beginning 
to resemble a catalog of graphic 
arts industry ads, rather than a 
magazine with constructive pur- 
poses and outlook. 


>» So last year, a positive, bold cor- 
rective step was taken. The Adver- 
tising Club of Milwaukee’s board 
of governors, which acts as an ad- 
visory group for the magazine, 
okayed a new, dynamic editorial 
approach. 

Its goal is to combat the con- 
cept among much of Wisconsin’s 
industry itself that the state’s “po- 
litical climate” has hindered busi- 
ness growth and_ development. 
Torch targeted its entire 1957-58 
year to publication of issues fea- 
turing Wisconsin’s 10 key indus- 
tries, documenting facts of their 
growth and dominance in _ their 
fields. 

Basic themes followed in the first 
year of Torch’s dynamic crusade to 
boost Wisconsin’s industrial and 
business growth: 


e Each of the 10 monthly issues 
was devoted to publicizing the de- 
velopment of one of Wisconsin’s 
major industries. 


e A major graphic arts field is also 
correlatively highlighted in each is- 
sue. 


® Capsule case histories are pub- 
lished, which spell out the public 
relations work being done by the 
various industries themselves in 
promoting their own growth. All of 


The 1957-58 themes used in Torch: 


Industry 


September 
October 


Paper 
Food 
November Machinery 
December 
January 
February 
March 
April 

May 


June 


Printing Industry 


Primary Metals 
Chemicals 


Services 


Electrical Machinery 


Transportation Equipment 
Fabricated Metals 


Graphic Arts 
Advertising Arts 
Photography 
Silk Screening 
Platemaking 
Printing 
Advertising Agencies 
Electrotypes 
Electrotypes 
Binding & Finishing 
Point-of-Sale Displays 





If YOU C 1\ USE eae 
It’s tough to beat the selling power of the product itself. But 
when you use Hammermill Opaque, its smooth, level printing 
surface faithfully reproduces colors and d 


letails to give that 


in person’’ feeling. And Hammermill Opaque’s 

luxurious brighter white gives colors greater impact 

HAMMERMILL OPAQUE adds punch to black and white jobs, too — shows 
sroducts at their best 

Use Hammermill Opaque for greater realism, greater sales 

appeal either letterpress or offset. When you use both sides, 

you'll appreciate the greater opacity of Hammermi]] Opaque 

it simplifies your printing job. 


You can get the sparkling whiteness of Hammermil! Opaque 
in four finishes and a wide selection of substance weights 


Lithographed on Hammermill Opaque, Substance 70, Englis/ 
MANUFACTURED BY 
HAMMERMILL PAPER COMPANY «© ERIE, PENNSYLVANIA 
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NEW... A BRIGHTER, WHITER HAMMERMILL OPAQUE! 


Make Hammermill Opaque your show window in print . . . as we use this insert 
to show you how sharp and clear both black and white and color reproduce on 
this improved paper. Hammermill Opaque lives up to its name. Examine its 
superior opacity. It has what it takes to make printing sparkle. 

Printers: Use the new Hammermill Opaque for your critical customers. Ask your 
Hammermill salesman for samples. Printing buyers: Ask for Hammermill Opaque 
when you want advertising with an extra lift to type and more life-like product 
illustrations, for printing pieces that sing as they sell. 


Printed by offset on Hammermill Opaque, Substance 70, English finish, 
on a 50x72 two-color press. Sheet size 40x52, 16 up. Speed 3,000 an hour. 


Hammermill Paper Company - Erie, Pennsylvania 





the copy for these articles was pre- 
pared by experts in the fields cov- 
ered. 

The monthly Torch covers inter- 
pret symbolically the industries 


; a 
highlighted. In addition, whenever Christm as 
possible, the covers were produced : 
via the graphic arts process being 

featured in that issue. 


> Several of these monthly themes letters 


were planned to effectively tie in 
with American Federation of Ad- 
vertising projects. January, for ex- 
ample, was devoted to a_ tie-in 
with the national celebration of 
ice Staci a 
' ce — aide This year, send your customers and 
roof of the success of Torch’s P 
new editorial emphasis was evi- prospects an attractive full-color 
denced by an immediate increase Christmas letter .. . with ee eee 
in advertising revenues. Apprecia- personal message on it. 
tive comments came from business 
and governmental leaders as soon 
as the plan was unveiled. 


Just ask the nearest Arthur Thompson 
& Co. distributor for the free 1958-1959 
ALL-YEAR PORTFOLIO that displays 
35 natural color lithographed and steel 
engraved Christmas letters (including 
8 full-color envelopes). Then pick the 
design of your choice. Imprint a personal 
message and they are ready to mail... 
as easy as that. 


> Governor Vernon Thompson 
bought 50 copies of each issue and 
mailed them all over the nation to 
industrialists he felt should be pre- 
sented with positive impressions of 
Wisconsin’s qualities. 

So well has the first year’s treat- 
ment of this industrial theme gone 
over that a similar approach is be- 
ing charted for the forthcoming 
1958-59 publishing year. Instead of 
covering the state’s industrial com- 
plex, this time around Torch will 
concentrate on problems confront- 
ing the Greater Milwaukee market- 
ing area. This will involve a job 
of “selling” the local services and 


products available in the imme- DON’T DELAY 
diate vicinity. order your portfolio TODAY 


While looking through the Portfolio, you 
will also find Christmas Cards, 
additional pages of sales-getting Punch- 
line bulletins, and designs for Easter, 
Thanksgiving and for use throughout 


the year. Pages of copy for Christmas 
and Thanksgiving letters and Christmas 
card verses are included to help you use 
the line. 


> Traditionally, the Christmas _is- 
sue of Torch has reached peaks of 
excellence, both in production and 


content. A sermon or message writ- ARTH 109 MARKET PL. 
ten by a local clergyman, predi- @& WS St 4 ‘HE aL 0. ae 
cated on the theme of advertising 
and its relationship to ethics and 
religious practices, has always been 
carried. 
Each Torch issue also carries a 
social service article. These are not 
puff pieces intended to paint a pret- 
ty picture of what the advertising 
people here do in the area of pub- 


= 
lic service. An attempt is made to 1t t e 
obtain views in these articles by 


top social agency executives on IN SECONDS! 
how the graphic arts field contrib- ree 
: . . ; Tens of thousands of artists, 
utes to the solution of their imme- ad men, printers, editors and 
diate problems. Example: The Oc- students have discovered the 
: ys : Haberule Visual Copy-Caste1 oul national wets 
tober. 1957, issue carried a_ well to be the simplest, fastest, most NN eee ge tact ce, 
written, effectively illustrated ar- een oo _ aoa 50,000 population. This means EXCLUSIVE USE in cities 
a ome « . : J evisec At art supp Vy stores under 50,000 poy A few licens 
ticle detailing the volunteer work or order direct . .. only $7.50 
performed by local ad people in 


behalf of the Foster Parents Week H A B E be U L E 


pl omotion BOX AR.245 + WILTON + CONN. STIVERS STUDIO - | 


ly to rated agenci ad 


s are available for re 
ment in some areas. All-new material (800-1000 proofs 
published each year. Write for samples 


> What really makes Torch tick? 
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Combined 
Locks 
Lightweight 


Papers 


Mean 
Lower 
Mailing 
Costs 


We will gladly 

assist you in 
investigating the 
problem. A letter 
deseribing your pub- 
lication, accompanied 
by a sample copy or 
proposed specifications 
will bring a 

prompt reply. 


Specialists in 
lightweight paper 
for over 50 years. 


Combined Locks 
Paper Co. 


Combined Locks, Wis. 
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No single answer can be found. It 
could be the wonderful feeling of 
pride owned by staff members who 


Out Of This World ... 


know they are part of a quality 
project which brings credit to them 
and the advertising industry. 44 


Ronson Brochure 


Shoots the 


By Betty Aulenbach 
AR Associate Editor 


If one were tempted to term 
Ronson Corp.'s new dealer mer- 
chandising brochure “out of this 
world,’ the pun, under the cir- 
cumstances, would be forgivable. In 
the first place, the brochure, de- 
signed to promote Ronson’s new 
line of butane-fueled lighters, to 
the company’s 70,000 dealers, 
chooses a space travel motif to 
make its point. Even the design of 
the brochure itself, simple enough 
from the outside, unfolds in such 
a manner as to reveal hidden 
mysteries. 

The four-color cover folds under, 
both front and back, into gatefolds. 
The center of the brochure is a 
four-page insert printed on a lighter 
weight, light brown stock. With 
gatefold covers folded under, the 
king size mailer measures 18” wide 
by 7” deep. 

“Ronson Reaches Into the Fu- 
ture to Bring You . .” is the front 
cover’s teasing partial message. 
Even more teasing is the cover 
illustration itself. Light blue stars 
in a dark blue sky are seen in the 
distance from a bizarre, crater- 
pocked vantage point on the sur- 
face of the moon. When the page 
is turned and the gatefold un- 
folded, giant four-color reproduc- 
tions of the entire new line of seven 
pocket lighters and three _ table 
lighters, is revealed. 


> The four-page insert bound be- 
tween the covers details, in copy 
and halftone illustrations, exclusive 
features of the new Ronson line. 
The last page of the insert lists and 
illustrates free sales aids available 
to the dealers. 

Then comes another surprise. The 
gatefold on the inside of the back 
cover is used as a pocket to hold 
loose material. Opened, it presents 
a set of postage paid reply cards 
for ordering selling aids and 
quantities of the new line. Also en- 
closed in the pocket fold is a sheet 


of ad mat proofs. The mats are 
offered free to the dealer and space 
on the mats is allowed for his own 
imprint. 

The inside back cover, when 
opened to remove the loose ma- 
terial, turns out to be itself printed 
with a full-page, four-color reprint 
of the company’s _ introductory 
Varaflame ad scheduled for inser- 
tion in four national consumer mag- 
azines. (At the time the brochure 
was mailed, the introductory ad had 
not yet appeared.) The ad, which 
later appeared in Esquire, Time, 
Look and Life, carried out the space 
travel theme by dubbing the new 
product the “Lighter you'll take to 
the moon.” 


> The colorful, space-utilizing mer- 
chandising piece was mailed to 
Ronson dealers in a king-size en- 
velope as “other worldly” as its con- 
tents. Dominating the envelope is 
a two-color 8x14” bleed halftone of 
a blue star-studded sky and a 
rocket approaching the surface of 
the moon. “Here now . .” declares 
the message across the illustration, 
“the lighter you'll take to the moon.” 
An unprinted area at the right hand 
side of the envelope provides space 
for the dealer’s name and address. 
The unusual promotion was de- 
signed by artist Serge Loukin who 
worked with members of Ronson’s 
advertising department. The ad de- 
partment itself handled copy, pro- 
duction and over-all supervision. 
The brochure’s cover was printed 
on 2-ply Mead Bilco Translucent 
and the four-page insert on 80-lb. 
brown colored Strathmore Chroma. 
It was printed offset by Eastern 
Colortype Corp., Clifton, N.J., on 
a 50x72 four-color Harris press. 
“The results obtained following 
the mailing of this attractive bro- 
chure were well worth the great 
amount of effort, creativity and ex- 
pense which went into its prepara- 
tion,’ says Bernard Dwortzan, 
Ronson’s advertising manager. He 
terms the results “beyond expecta- 
tion.” 44 





HUVCHINGS MELWILLE. photoengravers, announce the adoption and practical 
application of the Powderless Etch Method for the production of Color Process and Black 


& White engravings on copper. This system is regarded as one of the most revolutionary 


developments since the invention of the halftone screen by Frederick Ives in 1885. 


Advantages to 
Nahe 


Advantages to 
UTS eee LL 


ela 


Sharper and cleaner reproduction in print. 
Hedge against rising engraving prices. 


Lower price consideration on re-sizes and duplicate originals. 


Originals that have a die-like screen formation for perfect 
molding or matting. 


Magnificent dot structure completely devoid of shoulders and connectors. 
Ideal depth, clean bottoms and a minimum of run-throughs. 


Availability of screened negatives fully corrected for color when original 
press plates become a reality. 


Briefly, these achievements come from extensive pre-correction in the camera 
plus expert hand manipulation by color process artists on negatives and positives. 

Final screened negatives are shot to match exactly tones of the original art. 
The resulting dot values printed on copper are retained without loss by powder- 


less etching, limiting further hand work on the etched engraving to a minor degree. 


AS A MEMBER OF THE PHOTOENGRAVERS RESEARCH, INC., WE USE THE CHEMICAL 
ADDITIVE AND ETCHING THEORY AS DEVELOPED BY THAT ORGANIZATION, CREATION 
OF NEW MACHINERY, IMPROVED TECHNIQUES AND CONVERSION TRAINING OF COLOR 


CRAFTSMEN WERE ACCOMPLISHED WITH OUR OWN ORGANIZATION, 


For our efforts in advancing the development of this important milestone in the 


field of photoengraving, we welcome your good will and active support. 


HUTCHINGS & MELVILLE, ING. Custom Photoengraving 


4043 N. RAVENSWOOD AVENUE, CHICAGO 13, ILLINOIS TELEPHONE EASTGATE 7-9220 


Where all color engravings for wet printing are proofed exclusively on four color 604 proofing presses. 
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In preparing a new sales kit for 
the launching of its deluxe Heritage 
binding edition of Childcraft early 
this spring, Field Enterprises Edu- 
cational Corp. faced an old problem 
of the subscription books industry 

how to effectively show the 
product to the customer in an at- 
tractive and realistic way. 

While the publishers of this child 
development plan appreciated the 
value that actual display of the new 
edition of Childcraft would have, 
they knew from long experience 
that their salesmen could not and 
should not attempt to make their 
calls equipped with an actual 15- 
volume set of the books. 


> The logical answer had to be 
something closely akin to the tried 
and time-tested “broadside” as the 
key showpiece of the sales kit. 

3ut not just a run-of-the-press 
broadside! 

“Broadsides have been used by 
books industry 
ever since the beginning of direct 
selling,” recalled Donald McKellar, 


an executive vice president of Field 


the subscription 


Enterprises and their Director of 


Childeraft Sales. “They effectively 
accomplish the purpose of showing 
our set of books to prospects with 
as much reality as possible, but 
without the necessity of having to 
lug an actual set around 

“We felt, though, that the ordi- 


nary broadside hardly do 
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could 


justice to our new Heritage binding. 
This fine example of the book- 
binder’s art deserved a fine example 
of the printer’s art. 

“We also required a_ broadside 
with durability. This is an impor- 
tant feature for us; our sales people 
use these broadsides over and over 
again — in fact, daily — in their 
demonstrations to American fami- 
lies everywhere,” he added. 


> Because the firm had had unusu- 
ally excellent results with it previ- 
ously, Field Enterprises decided to 
use a plastic impregnated and coated 
paper for its broadside to duplicate 
as closely as possible the beauty of 
the new washable binding of ivory 
and regal red Sturdite stamped with 
24-carat gold. 

Jack Rued of Field Enterprises’ 
sales department had 
extensively and 
found that broadsides on this paper, 
produced by Kimberly-Clark Corp., 
would last at least five times longer 
than ordinary paper. It had further 
advantages, he noted, in that it 
folded easily both with and against 
the grain, did not flake, and resisted 
tearing at the folds and corners. “In 
the long run, it was actually far 
more economical to use,” he said. 


promotion 


tested Texoprint 


> “We 
outstanding,” Mr. 


think the printed result is 
McKellar — re- 
ported. “Never have I seen such 
universal enthusiasm over a sales 


Salesmen for encyclopedias rely 
heavily on oversize flyers which 
show a life-size picture of the 
set of books they are selling. 
Since this must be folded and 
unfolded at each sales call, and 
handled frequently, it takes an 
extra-special paper to stand up 
and keep looking well. 


promotion piece as this new broad- 
side has inspired among our sales 
people. 

“We don’t believe such a beutiful 
reproduction could have been 
achieved had we not used a plastic 
printing paper. It added the luster 
quality we wanted to get from the 
inks, and it did a superb job of 
holding the special gold that was 
used throughout, in combination 
with the black, on this five-color 
broadside. 

“It shows our prospect exactly 
how Childecraft will look in his 


library or living room.” 


> Despite the fact that the 22x34” 
broadside was printed by offset 
and then letterpress, production on 


s ? é 

+i 

\ ae 
A salesman shows a 
prospect just what his set of books look: 


like, using full-color on a sturdy, tear 
resistant paper. 


Paper in Action 





is the name of a versatile organization 
with balanced facilities for... 


Advertising Typography: complete facilities for machine 
(linotype and monotype) and hand composition, including foreign languages. 
Distinguished advertisements and award-winning direct mail pieces 
are set by RTK. Famous house organs with international circulation 
are set, printed, and bound at RTK. 


Letterpress Printing: for more than a quarter-century RTK has been 
famed for the finest presswork in the letterpress field. A full range 
of press equipment means flexible adaptation to runs of any size. 


Offset Platemaking and Printing: the most advanced equipment 
now in use, including one-, two- and four-color presses, assures 
maximum fidelity of reproduction for medium or long runs. 


For a complete service of typography and printing, call ANdover 3-0722 * & + 


RUNKLE - THOMPSON - KOVATS : Inc 


Advertising Typographers, Printers and Lithographers « 650 West Lake St., Chicago 6, Illinois 
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‘BRIGHT...BRIGHTER... BRIGHTEST ! 


BOLD 


Fluorescent 
Screen Process 
Colors... 


the choice for 

2 of the 

biggest 

fluorescent 

color jobs ever 

run in the United 
States and Canada! 


Two of the world’s largest oil companies. . . 
spending hundreds of thousands of dollars 
on P.O.P. material . . . conducted thorough 
comparison studies and then selected BOLD 
over all competitive products for these 2 
giant runs! 

WRITE TODAY FOR FREE INFORMATION KIT 


© “Color Card" Brochure: swatches and technical data. 

© Design Article: expert advice on art and copy techniques. 

©@ Newsletter: cost and use trends in the fluorescent field. 
CONSULT YOUR SILK SCREEN PRINTER 

Specify BOLD “For ali your bright ideas” 


LAWTER CHEMICALS, INC. 
3550 Touhy Ave., Chicago 45, Ili. 
South Kearny, N.J. © San Leandro, Calif. 


Full color by Crocker 
now yours for 
2-color prices! 


The magic of the 
economical Crocker 
Colorform process, 
with exclusive Mirro- 
Screen plates, will 
give your advertising 
and sales material 
full color brilliance— 


to sell your products: 
Investigate Now! Write 


for this free booklet Dept. AR 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission Chicago, 350 N. Clark 
Los Angeles, 2030 E.7th NewYork, 23 E. 26th St. 
Baltimore, 1600 S. Clinton 
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Texoprint 
problems. 

“We lithographed four-color proc- 
ess two sides and then the gold was 
letterpress printed,’ explained A. J. 
DeTolve, president of American Off- 
set Corp., Chicago. 

“The unique character of this job 
is that there was a large black solid 
on one side which required two 
impressions. That is, we ran it 
through twice on the black to in- 
sure a perfect black. The reverse 
type in the solid black retained 
perfect register. 

“Gold ink overprinted the black 
perfectly with no drying problems. 
We treated this as a regular job, 
although it was a rush job and we 
had to okay some colors at night. 
“We lithographed on a two-color 
L.S.K. Harris press (42x58) using 
normal Martin Driscoll Dricoset 
inks on medium weight Texoprint 
at the rate of 3,200 impressions per 
hour. Actually, there were no more 
problems than usually are encoun- 
tered with offset or enamel stock. 
Even though we ran it through the 
press six times, the entire job took 
less than three days,’ Mr. DeTolve 
said. 


developed no_ difficult 


> In addition to making it the cen- 
terpiece for its Childcraft sales kit, 
which includes a sample of the new 
binding, a full-color, four-page an- 
nouncement folder, an order blank 
book, and national ad preprint and 
a notebook, Field Enterprises is 
putting the broadside to good use 
in other ways. 

“We have found it an effective 
display at our exhibits at school and 
library meetings and conventions, 
state and county fairs and automo- 
bile shows,” Mr. Rued said. 4 4 


Laminated Linerboard 
Ends Scoreline Cracking 


A new type of 90-pound liner- 
board designed to eliminate score- 
line cracking in heavy duty shipping 
containers has been developed by 
West Virginia Pulp and Paper Co. 

The base sheet is a standard un- 
bleached linerboard and its resist- 
ance to cracking is reported to come 
from the use of an unbleached kraft 
grade of Clupak stretchable paper 
as an outside lamination. 

In production for use in the man- 
ufacture of both corrugated and 
solid fiber containers, the material- 
which is marketed as Kraftsman 
Clupak Laminated Liner—offers a 
number of advantages. 

From a production standpoint, it 
eliminates the need for wetting 


scorelines or humidifying plants to 
prevent cracking. To the consumer, 
it promises a lack of scoreline crack- 
ing even in the heaviest containers. 
It is being sold at the same price as 
regular 90-pound test liner. 
Complete information can be ob- 
tained from West Virginia Pulp and 
Paper Co., 230 Park Av., New York 
17, 44 


Paper Roundup -- 


‘Idea’ Kits Featured 
In New Paper Samples 


Some paper manufacturers are 
finding that offering complete sam- 
ple kits, illustrating a wide variety 
of uses, is an effective way of 
merchandising a particular paper 
stock. Two such specimen kits (or 
“idea” kits, as one manufacturer 
likes to call them) are among the 
latest paper stock samplings to come 
to AR’s attention. 


Door Hangers, 
Bottle Toppers 


The latest kit of 
commercial printed 
specimens from 
Linton Brothers & Co., Fitchburg, 
Mass. (Idea Kit No. 11) is now be- 
ing distributed. As in the past, the 
pieces in the kit show unique uses 
for various Linton grades. Kit No. 
11 features Linton printing bristols. 
Included among the kit’s sales 
building ideas are a door hanger, 
a milk bottle topper, an unusual 
diecut self-mailer and a couple of 
direct mail pieces which will be of 
special interest to printers. The kit 

is available upon request. 
. for more details circle 1101, page 135 


Versatile 
Office Bond 


A specimen sheet 
of Carlton bond, a 
product of North- 
west Paper Co., Cloquet, Minn., is 
available from the manufacturer. 
The paper is said to be suitable for 
commercial printing jobs, either off- 
set or letterpress, as well as for 
stationery. 

Carlton bond comes in _ seven 
colors besides white—green tint, 
blue, buff, green, canary, pink and 
goldenrod. Sample swatches of the 
colored stock are included. A list 
of distributors also appears on the 
specimen folder. 

- for more details circle 1102, page 135 


Colored A 
Enamel 


sample folder 
printed on Wood- 
bine colored enamel 
utilizes both offset and letterpress 
printing, halftones and linecuts to 
score a selling point for the manu- 
facturer, Appleton Coated Paper 
Co., Appleton, Wis, 





Mona Lisa by Leonardo da Vinci, per- 
haps the world’s most famous portrait, 
has generated more controversy than 
any other in history. Truly an enduring 
masterpiece in the field of art. 


...of Fine Business Papers 


The ALL NEW 


Atlantic Duplicator 


EASTERN Genuinely watermarked for better printing impressions 
NEW PULPS : NEW SHADE - NEW PACKAGING 


The ALL NEW Atlantic Duplicator is now a Genuinely Water- 
marked paper with the Substance Weight, is a smoother sheet with 
a higher affinity for faithful impressions. A leader in every way for 
use in spirit duplicating machines. Lint free, precision trimmed and 
moisture controlled, it feeds easier, runs better, produces clearer, 
8 i : . . 
4 sharper copies. Outstanding in quality and craftsmanship, Atlantic 
a en is another masterpiece in fine business papers. 
ke 
Atlantic Duplicator is a modern business paper, made from fine pulps, in the finest 


and most modern mill in the industry. Electronically controlled Atlantic Duplicator 


assures you uniform quality for printing press and business machine reproductions. 


EASTERN FINE PAPER AND PULP DIVISION 
Standard Packaging Corporation 


Bangor, Maine «- Mills at Brewer and Lincoln, Maine 
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The sample folder is printed on 
canary, one of thirteen colors in 
which Woodbine colored enamel is 
manufactured. The others are green, 
lime, emerald, blue, turquoise, rose, 
ivory, india, tan, fawn, orange and 
goldenrod. 

The folder is printed with a sec- 
ond color—blue—to demonstrate 
the paper’s adaptability to color 
printing. The folder is available 
from the manufacturer. 

. for more details circle 1103, page 135 


Release Film On Screen 
Process Printing 


A motion picture which tells the 
story of screen process printing is 
available upon request from Screen 
Printing Assn. Intl. The 
movie, which was premiered at the 
tenth annual SPPA convention in 
San Francisco, traces the progress 
of screen process printing from the 
days of the one-man squeegee 
through all stages of development to 
today’s automatic presses. 

Entitled “A New Look At Screen 
Process,” the picture is intended to 
clear up misunderstandings of the 
place of screen process in the print- 


Process 







Wag, ch 
>> 


LA Sahat, 


PHOTO ENGRAVING 
COMPANY 
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ing world of today. Many buyers 
of printing do not use screen proc- 
ess, according to SPPA, because 
they are ignorant of the ever in- 
creasing quality of the work and the 
rapidly increasing quantities that 
can be printed economically. The 
medium’s basic qualities—versatili- 
ty and color impact—are under- 
lined in the film. 

The film is available upon request 
from Screen Process Printing Assn. 
Intl., 549 W. Randolph St., Chi- 
cago 6 or from local Screen Process 
Printing Association chapters. — 





Careers in Printing 
Subject of New Film 


Careers in printing is the subject 
of a new film being distributed with- 
out charge by the Printing Paper 
Division, Crown Zellerbach Corp. 
Entitled “Printing—A Future Un- 
limited,” the film is intended to 
persuade young people to enter 
careers in the printing industry. 

The full-color 20-minte film may 
be obtained from Regional Printing 
Paper Div., Crown Zellerbach Corp., 
36 S. Wabash Av., Chicago 3. 44 





process 
plates... 


A NORTHWESTERN 


SPECIALTY 





NORTHWESTERN 
PHOTO ENGRAVING CO. 


328 S. JEFFERSON ST., CHICAGO 6G, ILL. 


STate 2-3939 


24 hour a day service on quality black and white plates. 





When to Use a Laminator 
There are a number of ways in 

which an advertising agency or depart- 

ment can use an office laminator, ac- 

cording to Arnold Perry, national sales 

manager, Plastics Division, Apeco. 

1. Preserving newspaper clippings 

2. Protecting artwork and layouts 

3. Preserving photographs 

4. Protecting sketches submitted for ap- 

proval 

5. Beautifying presentations 

. Protecting distort maps 

. Protecting index cards 

- Beautifying testimonial letters 

9. Producing promotional 

such as identification cards 

10. Adding a touch of elegance to 

business cards 


specialties. 





Eighth Annual R.O.P. 
Color Guide Available 


Lake Shore Electrotype Division, 
Electrographic Corp., Chicago, has 
made available its new revised 
“Lake Shore Report On Newspaper 
R.O.P. Color Requirements.” 

The 28-page brochure contains a 
complete list of U.S., Canadian, 
Alaskan and Hawaiian newspapers 
offering R.O.P. color, their rates, 
mechanical information and other 
pertinent data. A five-page section 
gives recommended quality stand- 
ards on R.O.P. color materials for 
agencies and engravers. The section 
includes “do” and “don’t” tips for 
artists and photographers. The bro- 
chure is liberally illustrated with 
charts showing growth of R.O.P. 
color over the last six years. 

Lake Shore has made the R.O.P. 
color report available annually for 
the last eight years. 

. for more details circle 1104, page 135 


Metal Cutting Edge 
Sparks Crowell Insert 


When Crowell Carton Co., Marsh- 
all, Mich., ran a two-page magazine 
insert which provided a 10” metal 
cutting edge for tearing off the re- 
turn coupon, it wasn’t just a gim- 
mick. Crowell, a division of St. 
Regis Container Co., was illustrat- 
ing a type of metal cutting edge 
used on its folding boxes, besides 
attracting attention. 

The black, orange and green in- 
sert, printed on cardboard, an- 
nounced Crowell’s receipt of a top 
award in the thirteenth annual fold- 
ing carton competition sponsored by 
the Folding Paper Box Assn. of 
America. The award, for superiority 


This picture (continued on the other side of this insert ) 

is a montage of Yoder of Middletown’s proofroom. An all 
Vandercook facility, it includes a 15-21, a 219, a 42-28, 

and the newest and largest 30-26 four-color wet proof press 
available in the world. Such emphasis on proofing 

typifies Yoder’s continual effort to furnish “unfaked” proofs 
representative of eventual printing conditions. (Over) 


OF MIDDLETOWN 





Here is the remainder of the montage started on the other 
side of this insert. This is one of many full-color paintings 
contained in a brochure describing a truly unique graphic 
arts center called Yoder of Middletown. We have a copy for 
you. Write Yoder of Middletown, Middletown, Ohio — 

in the middle of America, and in the middle of a revolution 
of graphic arts developments. 


OF MIDDLETOWN 








FIRST CLASS 


Permit No. 95 


(Sec. 34.9, P. L. &R.) 


BUSINESS REPLY CARD 
No Postage Stamp Necessary if Mailed in United States 


—POSTAGE WILL BE PAID BY— 


Advertising Requirements 
200 EAST ILLINOIS STREET 
CHICAGO 11, ILLINOIS 


CHICAGO, ILLINOIS 








NEW Subscription Order Form 


Please enter immediately my subscription to 


Advertising Requirements 


for J 3 years (36 issues) at $6 No extra postage for Canada or Pan Amer- 
1 year (12 issues) at $3 ica. Add $2 a year for foreign postage. 


Payment enclosed [| Bill my firm {[ | Bill me 


Name 


Firm _ a 


[] Home, or 
[] Firm Address 
City 


Nature of Business 


Advertising Requirements - 200 €. Illinois st. - 





Chicago 11, 





of construction, was presented for 
Crowell’s Saran Wrap packaging. 
The insert, which ran in Modern 
Packaging and Packaging Parade, 
was the brain child of W. W. (Mick 
ey) Finn, Crowell vice-president 
and sales manager. Design and lay- 
out were created by art director Al- 
fred T. Nelson. 44 


Paper Sample Book Has 
Photos Worth Framing 


Something new in paper sample 
books is a giant (10x14) 30-page 
brochure published by Wausau Pa- 
per Mills Co., Brokaw, Wis. The 
three-in-one brochure presents 
samples of three top-grade papers, 
gives a thumbnail history of Wis- 
consin and presents full-page illus- 
trations suitable for framing. 

Full-color and black and white 
photographs as well as wash draw- 
ings are presented to illustrate the 
reproduction qualities of the three 
Wausau papers—Wausau text, Ever- 
est text and Brokaw opaque offset. 
The papers are dispersed through- 
out the brochure in such a way that 
each can be seen in both black and 
white and in full color. 

Besides the smaller illustrations, 
there are four full-color prints, 
seven black and whites and a color- 
ful cartograph of Wisconsin. All are 
of salon quality. The brochure is 
available upon request. 

. for more details circle 1105, page 135 


Color Printed Brochure 
Features Gravure 


An eight-page brochure contain- 
ing full-page, full-color illustrations 
sampling the color printing of Cuneo 
Press is available from the Chicago 
printer. Included in a pocket at the 
back of the brochure is a four-color 
rotogravure section taken from 
Sports Afield, which is used to illus- 
trate Cuneo color work in that proc- 
ess. 


. for more details circle 1106, page 135 


Peep-Hole Cover Helps 
Locate Paper Samples 


Searching for the right paper 
sample when you keep a number of 
paper sample brochures in your file 
can be time consuming, and Penin- 
sular Paper Co., Ypsilanti, Mich., 
has introduced a solution. Penin- 
sular now makes paper sample 
books with a die-cut opening in the 
front cover revealing the full range 


Sorg’s colorful Plate Finish is widely used for the hundreds of different 
Printing jobs that demand a paper with its cylinder-made strength 
and beautiful, gleaming-smooth printing surface. Available in 12 
attractive colors and white, and in cover, bristol, and tag sizes and 
weights, you are sure to find Plate Finish one of the most versatile and 
economical papers you have ever used. Ask your Sorg Distributor for 
the Plate Finish sample portfolio and for sample sheets of 
Plate Finish for your own press-testing. 

And remember, for business forms papers— 

from manifold to tag—you can specify all 

your needs from one source . . « SORG! 


“SORES 
em PAPERS 77 


Coen ry Ty 
est | 
Tt 


SORG Stock Lines 


WHITE SOREX e« CREAM SOREX e« LEATHER EMBOSSED COVER e¢ PLATE FINISH e« EQUATOR INDEX BRISTOL 
EQUATOR ANTIQUE e¢ MIDDLETOWN POST CARD e 410 TRANSLUCENT ¢ No.1 JUTE DOCUMENT 
SORG'S BLOTTING e¢ BRILLIANT VELLUM e REGISTER BOND ¢ TENSALEX ¢ GRANITEX e@ PARCHTEX 


Offices in NEW YORK ¢ PHILADELPHIA ¢ CHICAGO e BOSTON e ST. LOUIS @ LOS ANGELES 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5— Phone HArrison 7-3732 


ELECTROTYPES + NICKELTYPES » PACOTYPES - STEREOTYPES - MATS - R. O. P. 
COLOR MATS - THERMOSETTING MAT PATTERNS + PLASTIC PRINTING PLATES 


Where do you gett BETTER SERVICE than at P& A? 


ee RT se 
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of colors offered in the line. 

The new cover design is planned 
for all Peninsular sample brochures 
to provide quick identification. The 
new booklets are now ready for 
seven stocks including Tuscan, An- 
gelo, Snoweave, Economy, Tintex, 
Pab and Duplex. Booklets covering 
the five remaining Peninsular cover 
and text lines will soon be available. 
The new sample books now ready 
will be sent by the manufacturer 
upon request. 


. for more details circle 1107, page 135 


Black and White Pages 
Give Illusion of Color 


Shuron Optical Co.’s new catalog 
adds the illusion of full color to 
each of the catalog’s 24-inside pages 
without actually printing color on 
any of them! 

The Rochester, N. Y., optical com- 
pany’s “optical illusion” was created 
by the simple expedient of produc- 
ing a 7x10” full-color cover front 
and back, both inside and out, with 
smaller pages inside. The _ inside 
pages, printed entirely in black, are 
smaller in both dimensions so that 


———— 
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Illusion... 


Inside of Shuron catalog has 82x52’ pages (reverse blocks mark page 


borders) framed by two sides of inside cover. Layout gives illusion of color to black and 


white pages. 


each has a full-color border which 
is actually composed of the inside 
covers. 

The inside front cover has a bor- 
der of colored swatches illustrating 


ERGSTROM 


T bs 0 ni OFFSET 


Compare any offset paper with 
THOR! It’s outstanding for 


blue-white brilliance, opacity, 


flatness and printability . 


priced to please your cost- 


conscious customers! 


For samples and name of 


nearest distributor, write: 


BerRrGcstRom 


PAPER COMPANY 
Neenah, Wisconsin 


Founded 1904 
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the various colors in which Shuron 
frames are manufactured. The in- 
side back cover has a similar border 
of drawings illustrating the various 
styles in which the spectacle frames 
can be ordered. 

On the inside pages, each spread 
is devoted to a different spectacle 
style. The colors in which each style 
is made are shown on each page by 
simply keying the colors exposed 
along the cover border, changing the 
key for each spread. The keys are 
reverse blocks which bleed off the 
page at the place where the color 
to be indicated is shown on the in- 
side cover. Right hand pages key 
spectacle frame styles in the same 
manner. 


» Artwork for the inside covers was 
produced by Manning _ Studios, 
Cleveland, which had the problem 
of getting across visually the tex- 
tures as well as the colors of Shuron 
frames. The frames are made in 
both translucent zylonite and pol- 
ished anodized aluminum and the il- 
lustrations reflect the difference. 

Color plates were made by Uni- 
versal Colortype, Buffalo, and the 
covers were printed by Canfield & 
Tack, Rochester, N.Y. The 24 in- 
side pages were printed on a Harris 
offset press in Shuron’s own print- 
ing department. 

Copies were mailed directly to 
approximately 30,000 distributors, 
ophthalmologists, optometrists and 
opticians throughout the United 
States and Canada. Copies may be 
obtained from Coleman H. Mallery, 
Ad. Mgr., Shuron Optical Co., Box 
331, Rochester 1, N. Y. 44 





Safeway Stores 
| 20” x 30” 


Your % 
Box-maker 


ULLMAN 


s 

: 1 

makes supplies the ; iy eee ee eed 
é 


the Trans- Shadow Box. 8” x 10” 


More and more advertisers are using porencies. { 4 
shadow boxes with light behind a color . 
transparency. These receive instant m7 ¢ 
dealer acceptance for good store ~ atl 
positions and they DO tell your story 2 oe "FREE! 
dramatically. The best shadow box is only as good as the transparency = 
it illuminates. Try Ullman Gravure for traffic stopping transparencies. 3%” NYLON BRISTLE - 
We reproduce any kind of picture copy on clear plastic, print on both sides PAINT BRUSH FELTON 
of the plastic in perfect register so there is a dynamic color build-up Neb 
in front of light—there is no printing screen in our process to break up *2.78 Value! 
the continuous tone pictures. If the light fails, the picture is still Len loot 
HOUSE PAINT 
colorfully brilliant. A light-refracting surface is built right into Ullman “e 


408. 
Gravure transparencies. This gives the lighted picture a great luminosity Sw 
not apparent in other processes. Guaranteed will not fade. 


Will not wrinkle or warp. li Gi 
Any size up to 37” x 49”. Economical from 200 pieces to any quantity. WEN Gillen or mare 


OUTSIDE HOUSE PAIR 


ote 


Felton & Sibley Co. 
20” x 27%," 


samples of Ullman Transparencies. 


ULLMAN GRAVURE, INC., 319 McKIBBIN ST., BROOKLYN 6, N. Y. 


HYacinth 7-3700 
A division of The Ullman Company, Inc. ° Established 1888 


FOREMOST PRINTERS IN PHOTOGELATIN AND GRAVURE PROCESSES Mia dlaP LS eke Bd dS 0 
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AMONG TODAY’S BALLASTS 


“face value” 
HIDDEN 
» Mailer No.'T | 
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Here are the details on one of the 


most exciting campaigns of the year, 


honored by a DMAA award at St. Louis. 


Pull Record Responses for GE 


By C. G. Lewis & T. E. Carpenter 


Midwestern Accounts Operation 
Advertising & Sales Promotion Dept. 
General Electric Co. 


This is the story of a program de- 
signed to attack a common adver- 
tising problem, but it’s a program 
with a new twist which promises to 
make it one of General Electric's 
most successful mail programs. 

Our problem was that our prod- 
uct, fluorescent lamp ballasts, looks 
like anybody else’s product, which 
leads people to think they are alike. 
But, naturally enough, we think 
General Electric ballasts are differ- 


ent—enough so that they are the 
best buy. These differences, of 
course, are not visible; they come 
in the form of extra services and 
extra performance. The question 
was how to dramatize these extras 
and lend them the importance they 
deserve. 


> The theme we adopted, with the 
slogan “hidden value,’ was not al- 
together a new idea. But we added 
a new wrinkle. Six of the series of 
seven mailing pieces carried actual 
items which might or might not 
have great value. In each case, a 
certain number of the mailers car- 


Mailer No. 7 


The front cover (left) showed the actual nugget through a 


ried items whose value ranged from 
$15 to $40. 

Unless the recipient happened to 
be an expert in that particular item, 
he could find out whether or not 
he had a winner only by calling his 
General Electric salesman (whose 
business card was attached). Each 
mailer, of course, tied in with the 
theme by pointing out another G-E 
ballast hidden value feature—one 
which, although it cannot be seen 
makes G-E ballasts a better buy. 

At first glance it might seem that 
there were hundreds of different 
items which could meet the basic 
specifications: 


die-cut 


hole, while the inside spread (below) carried the commercial 
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make them worth more 
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more returns 
because they’re 
opened more 
often! 
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Display Window 


ENVELOPES 


More of your mail gets opened 
—more gets read—and more re- 
turns come back to you when 
you use a Tension Display Win- 
dow Envelope. Your envelope 
stands out from the crowd. It 
creates immediate interest. It 
motivates your prospect to 
“come inside” and read your 
sales offer. 


Tension know-how offers you 
a display window die-cut in al- 
most any shape—in any posi- 
tion. And Tension assures “per- 
imeter sealing” of the window 


patch for smooth, snag-free 
insertion, 


Tension Envelope Corp. 


815 East 19th Street 
Kansas City 8, Missouri 
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Please send me, without obligation, 
free samples of Tension Creative De- 
sign Display Window envelopes used 
by other firms in our field. 


Name 
Title ° 


Firm Name 


Address 


Stich ENVELOPES 
4 


City 
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Have inherent interest. 

Range in value from a few cents 
to as much as $40 without ob- 
vious differences. 

Be small enough to mail econom- 
ically. 

Fit into a 
treatment. 


consistent graphic 


> Actually, after considering costs, 
sources of supply and the means of 
collating the pieces, the choice was 
narrowed considerably. It finally 
came down to these seven pieces: 


Mailer #1 .. Everybody was a 
winner on the first mailer, in order 
to establish the theme with univer- 
sal impact. To dramatize the head- 
line slogan “There's 
Among Today’s 
color 


a Treasure 
Ballasts,” a full- 
treasure map on parchment 
stock, suitable for framing, was en- 
closed. 


Mailer +2. . Die-cut in the shape 
of a huge coin, each mailer carried 
a real Indian-head penny. Most 
were worth about 10c, but a few 
were of a rare issue, now worth 
about $20. The copy told non-nu- 
mismatists to call their G-E sales- 
man to discover if they had received 
a winner. The copy called attention 
to another hidden value of G-E 
ballasts. 


Mailer +3 .. This, too, was die- 
cut, this time in the shape of an 
ancient idol with a jewel in his fore- 
head. While most of the jewels were 
cheap imitation sapphires, a few 
were of high quality. Winners could 
return their stones to the sales engi- 
neer, who would have them mounted 
in a 14K white gold setting and re- 
turned to the customer 
tiful dinner 


as a beau- 
ring for his wife. 


Mailer +4. . This was die-cut in 
the shape of a postage stamp, and 
each carried an actual commemora- 
tive stamp. While all the stamps 
were relatively uncommon, a few of 
them were collector’s items, worth 
about $20 each. 


Mailer +5 .. This featured a 
river-boat gambler, and carried a 
numbered poker chip. Those whose 
chips carried the actual total num- 
ber of G-E Ballast Service Centers 
could turn them in to their sales- 
man and receive a 300-chip poker 
set complete with two decks of 
cards. 


Mailer +6 .. This showed an In- 
dian on his pony, holding a spear. 
On the tip was a real Indian arrow- 
head. Several were collectors items. 
These would be mounted on a tie- 
clip for the lucky recipients, who 
would receive in addition a sub- 
scription to American Heritage. 


Mailer +7 .. This carried a nug- 
get of fool’s gold—or real gold in a 
few of the mailing pieces. The real 
gold nuggets were worth from $15 
to $20 each. 


> Collecting the gimmicks we needed 
wasn’t easy. Our production man, 
Bob Crofts, was able to locate 
sources for the stamps, the pennies, 
the jewels and the imprinted poker 
chips without much trouble, but the 
treasure map, the arrowheads and 
the nuggets weren’t quite as easy. 

The treasure map was the simplest 
of the three. Working with Ed 
Doles, advertising and sales promo- 
tion specialist from the Ballast De- 
partment (for whom, by the way, 
the whole program was prepared), 
we located two books by F. L. 
Coffman which showed known 
treasure locations. With these as a 
guide, an original map was pre- 
pared, approved by Mr. Coffman 
and his publisher, Thomas Nelson 
& Sons, New York. 

The nuggets led us on a longer 
trail. It just happened that a friend 
and fellow employe in G-E’s Denver 
office had a friend who had a friend 
who actually had been a prospector 
and placer miner. Still active in the 
mining business around Denver, he 
agreed to dig up all the fool’s gold, 
or pyrite, we needed. 

However, the accompanying gen- 
uine nuggets, valued at $15 to $20, 
were rare, and if they were to be 
of a size convenient for mailing, 
they had to be practically pure gold. 
This required a lot of digging, but 
finally he turned them up. 


> The arrowheads were probably 
the biggest single problem of the 
whole campaign. Bob Crofts checked 
all over New York for arrowhead 
vendors, but the 2,500 we needed 


A 
COLLECTOR'S 
ITEM? 


Mailer No. 6 . 
was the 
collectors’ 


. A real Indian arrowhead 


feature. Some were valuable 


items. 





ENAMEL 
nting dollars 
Attractive “spec” sheets, printed in one 
color, are being produced economically on 
Woodbine Colored Enamel. The 13 different 
colors lend themselves to a system 


of easy identification for line and 
model categories. 


- Making frequent mailings to distributors 
Tocca | and/or dealers — featuring merchandising 
CS v a ideas, promotions, national advertising, 
etc. — is one of the most direct methods 
to keep your products out in front at retail 
level. Printing your “flyers” on 
Colored Enamel automatically combines 
effectiveness with economy. 


HAND-OUT Hand-out folders usually run into large 
quantities. Cost per thousand is important. 
It’s surprising what can be accomplished 
with a good layout, in one or two 
colors, printed on Woodbine Colored 
Enamel. Prints equally well, 
letterpress or offset. 


Pennants, streamers, and window posters 
for sales events and special promotions 
are made-to-order for Woodbine Colored 
Enamel. Even one color printing 
provides the necessary color impact 

for high attention value. 
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Write 


Wren Any color to meet exact specifications can be supplied on 
£ fer ovr. free Portfolic special order in 5000 lb. quantity or more. 
_ of Ideas and Somples 
_ demonstrating the use 
: and fine printing 
jolities of Woodbine 


THE APPLETON COATED PAPER COMPANY 
1200 North Meade Street 
APPLETON, WISCONSIN 
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MEMO 


TO 
ADVERTISING 
MANAGERS 


Do you have a list of custom- 
ers, prospects or inquiries for 
your product? 


We'll pay your firm immediate 
cash for your list. The publishing 
industry needs good direct mail 
names. 


If you have 10,000 or more 
names available, we are inter- 
ested. 


Many nationally known busi- 
ness firms have found it profit- 
able to sell us their names. Why 
not you? 

Just drop a note on your letter- 
head telling us how many names 
you have on hand; how recently 
they were acquired; and any 
other pertinent information, and 
we'll contact you right away. 


ACTIVE 


MAIL ORDER LIST CO., INC. 
Att: Miss A. DeRosa 
241 LAFAYETTE STREET 
NEW YORK 12, N. Y. 
Phone Walker 5-2450 
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YOU GET 
ALL THESE EXTRA’S 





NATURAL COLOR POSTCARDS 


BY COLOURPICTURE 


1. COMPLETE CREATIVE SERVICE — 
from idea to finished product. 


2. TOP QUALITY — Plastichrome 

offers the finest reproduction you 

can buy. Winners of Lithogra- 
phers’' National Association 

Award the last four years. 

3. SERVICE — prompt, efficient de- 
livery when you need it. 

. VERSATILITY — a complete as- 
sortment of postcards, albums, 
folders, broadsides and brochures 
from — 2%," x 32" to 21" x 22”. 

5, PRICE — a complete sales pro- 

motion campaign for a penny or 

less per piece. 

WRITE FOR COMPLETE DETAILS AND IDEA FILE 


COLOURPICTURE PUBLISHERS INC. 


Dept. B-1 400 Newbury Street, Boston 15, Mass. 
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eliminated most of them. Those who 
had enough wanted too much mon- 
ey. In the meantime, we checked all 
the sources we could find in Chi- 
cago, and unsuccessfully followed 
up leads ranging from Hot Springs, 
Ark., to Pipestone, Minn. 

We were ready to settle on an al- 
ternative object, when the copy- 
writer discovered a tiny ad in the 
classified section of Popular Me- 
chanics. A _ fellow in Glenwood, 
Ark., was selling 100,000 Indian ar- 
rowheads. A quick call, a rather 
startled gasp at the other end of the 
line, and samples were on their way. 
The price was right, the collector’s 
items were adequate, and we final- 
ly had collected all the gimmicks we 
needed. 


>» Now that these were under con- 
trol, we could write up the copy, 
complete the layouts, draw up final 
estimates, get formal approval, and 
get into the final preparation of art. 
From this point on, everything was 
a joint effort involving the copy- 
writer (Clint Lewis), the visualizer 
(Ard Foster), the art studio (Bill 
Fernim & Associates, Chicago), the 
engraver who would make the four- 
color separations (Pontiac Graphics 
Corp., Chicago), the production man 
(Bob Crofts) and the printer-colla- 
tor (The Maqua Co., Schenectady, 
N. Y.). 

Sizes were carefully checked so 
we could get the most economical 
printing possible on standard sheet 
sizes. We also wanted to be able to 
use standard envelope sizes. Gang 
running of all the mailers contrib- 
uted to economy. 

Art was prepared 50% larger than 
actual size, and was planned so that 
even the separations could be 
ganged together on the camera and 
shot with a common reduction. 

The only exception was the car- 
touche used in every mailer which 
listed the six hidden value features. 
This was reproduced in three sizes, 
all from the same art. 


> The engraver and our own pro- 
duction man were of great help at 
this stage, in pointing out minor re- 
finements in layout and art which 
led to substantial savings. For ex- 
ample, the cartouche was run with- 
out a blue plate in the center area, 
so that one item could be high- 
lighted in color on each mailer, with 
no more than a simple stripping job. 

Everything was flatted and all 
corrections were made before the 
artwork was shipped to the printer. 
The colors were all made slightly 
brighter than necessary, so that the 
engraver could shoot for pleasing 
color. This saved us money, and 
gave excellent results. 


Advance planning paid off in the 
printing, too. In all, only four sheets 
were necessary for the entire print- 
ing, which was by offset. The first 
mailer was on a heavier stock, be- 
cause of its size, and thus was run 
by itself. The map ran by itself on 
an imitation parchment stock, which 
not only printed better than real 
parchment, but was also less ex 
pensive. 

The other six mailers were ganged 
together on two standard sheets of 
an 80+ white cover stock, selected 
because it provided the optimum 
combination of body, whiteness, 
printability, texture and economy. 


>» Collation was, of course, important, 
since the items had to be attached 
to page three and show through a 
die-cut in the cover. To make this 
operation somewhat simpler, an 
outline of each item was printed on 
page three in exact position, slight- 
ly smaller than the actual item. This 
permitted the item to be centered 
over the outline before being glued. 

The next major problem was to 
get the gimmicks attached to the 
mailers. They had to be affixed 
firmly enough to stay in place 
through the mail, yet be relatively 
easy to remove. The glue finally se- 
lected held the object on firmly, 
but once broken loose, whatever re- 
mains on the object can be re- 
moved by rubbing. The penny, the 
poker chip and the flat-backed 
jewel went on easily. The stamp was 
put in a standard collector’s sleeve, 
a stamp sized acetate envelope, 
which stayed on well. The solid ob- 
jects—arrowheads and nuggets 
needed a die-cut cardboard insert 
to protect them. These kept these 
items from poking through the en- 
velopes and _ prevented _ shifting 
about. 

The mailing process was greatly 
simplified by making up labels for 
all mailings at once. These were at- 
tached to envelopes and collated in- 
to sets in advance. 


> We estimated that a high percent- 


No, Joe, that’s not what | meant by 
a self-mailer. 








How does Jonesy rate all this? 


Jonesy would doubtless dispute it — but the real secret of his charm is 
that he is the first man in the neighborhood with a swimming pool in 
his back yard. All the publicity about swimming pools in magazines, 
booklets and folders convinced him he should have a pool of his own 


.. another striking example of the fact that nothing is so powerful in 


HELP BUILD 
SALES 


communicating ideas as the printed page. 
OXFORD PAPER COMPANY 


230 Park Avenue, New York 17 % 35 East Wacker Drive, Chicago 1 
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This insert is a sample 
of the letterpress results 
you can get on 


OAFTORD FAPER COMPANY 
MILLS AT RUMFORD, MAINE WEST CARROLLTON, OHIO 
Oe a ee, MASS 


XFORD GRAPH ENAMEL is a high-grade but eco- 
nomical letterpress enamel paper designed for booklets, cata- 
logs and magazines, where vivid and exacting reproduction of 
colors, tones and detail is desired but exceptional folding 
strength is not required. It is blue-white in shade, smooth and 
glossy in finish, and is free from groundwood. The coating is 
moisture-resistant, and will not finger mark. Recommended 
for halftones up to 133 screen. It is suitable for regular or gloss 
inks and varnish. 


OXFORD PAPERS FOR EVERY PRINTING NEED 


COATED LETTERPRESS PAPERS 


Oxford Gloss Enamel + Oxford Fold Enamel + Oxford Fold Enamel Cover 
Oxford Graph Enamel! + Oxford Print Enamel + Oxford Print Enamel Cover 
Engravatone Coated + Pubtext Coated 


COATED OFFSET PAPERS 


Oxford Flex Enamel « Oxford Flex Enamel Cover *« Oxford Duoset Enamel 
Oxford Duoset Enamel Cover «+ Planoflex Coated Offset + Swift River 
Coated Offset + Oxford Flex CiS «+ Uniflex CiS 


FILM-COATED (PIGMENTED) PAPERS 


Fenwick Superfine Offset + Wescar Satin Plate Offset *¢ Wescar Gloss 
Plate Offset + Carrollton Satin Plate Offset * Softone Plate (for Letterpress) 


OFFSET AND LITHOGRAPHIC PAPERS 


Wescar Text * Fenwick Opaque Offset + Wescar Offset + Rangeley Offset 
Wescar Offset, Pastels ¢ Carroliton Offset * Rumford Offset « Carfax 
English Finish Litho « Dixfield Bulking Offset 


LETTERPRESS PAPERS-—UNCOATED 


Carfax English Finish *« Carfax Super ¢ Carfax Eggshell ¢ Hi-Bulk Eggshell 


For helpful information call your Oxford merchant or drop us a line. 


OXFORD PAPER COMPANY 


230 Park Avenue, New York 17 ® 35 East Wacker Drive, Chicago 1 


Nation-wide Service 
Through Oxford Merchants 


Albany, N. Y. 
Allentown, Pa. . 
Asheville, N. C. 
Atlanta, Ga. 
Augusta, Maine 
Baltimore, Md. 
Bethlehem, Pa. 
Boise, Idaho . 
Boston, Mass. . 


Buffalo, N. Y. . 
Charlotte, N. C. 
Chicago, Ill. 


Cincinnati, Ohio 
Cleveland, Ohio . 


Concord, N. H. 
Dallas, Texas 
Dayton, Ohio 

Des Moines, Iowa . 
Detroit, Mich. . 


Fresno, Calif . 
Gastonia, N. C. 


Grand Rapids, Mich. . 


Hamden, Conn. . 
Hartford, Conn. 


High Point, N. C. 
Indianapolis, Ind. 
Kalamazoo, Mich. 
Kansas City, Mo. 


Knoxville, Tenn. 
Little Rock, Ark. 
Long Beach, Calif. 
Los Angeles, Calif. 
Louisville, Ky. 


Manchester, N. H. 
Memphis, Tenn. 
Milwaukee, Wis. 


Minneapolis, Minn. 
Nashville, Tenn. 
Newark, N. J. 


New Haven, Conn. 
New Orleans, La. 
New York, N. Y. 


Oakland, Calif. 

Omaha, Neb. . 
Pawtucket, R. I. 
Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. 


Portland, Maine 
Portland, Oregon 
Providence, R. I. 


Reno, Nevada 
Richmond, Va. 
Rochester, N. Y. 
Sacramento, Calit 
St. Louis, Mo. 


. W.H. Smith Paper Co. 
Lehigh Valley Paper Co. 

« a Henley Paper Co. 
Wyant & Sons Paper Co. 
Carter Rice Storrs & Bement Inc. 
The Mudge Paper Co. 
Wilcox- Walter-Furlong Paper Co. 
Blake, Moffitt & Towne 
Andrews Paper Co. 

John Carter & Co. 

Carter Rice Storrs & Bement Inc. 
Tileston & Hollingsworth Co. 
Donald Wyman, Inc. 
Franklin-Cowan Paper Co. 
Henley Paper Co. 
Bermingham & Prosser Co. 
Bradner, Smith & Co. 
Hobart Paper Co. 

Marquette Paper Corporation 
Midland Paper Company 
The Whitaker Paper Co. 

The Johnson Paper Co. 

The Whitaker Paper Co. 

The Central Ohio Paper Co. 
The Cleveland Paper Co. 
John Carter & Co. 

. . Graham Paper Co. 

The Whitaker Paper Co. 
Bermingham & Prosser Co. 
The Central Ohio Paper Co. 
Chope-Stevens Paper Co. 
Blake, Moffitt & Towne 
Henley Paper Co 

Carpenter Paper Co 

T ileston & Hollingsworth Co. 
John Carter & Co. 

Green & Low Paper Co., Inc. 
Carter Rice Storrs & Bement Inc. 
Henley Paper Co. 
MacCollum Paper Co. 
Bermingham & Prosser Co. 
Bermingham & Prosser Co 
Graham Paper Co 

Louisville Paper Co. 

. . Roach Paper Co. 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Graham Paper Co. 
Louisville Paper Co 

C. H. Robinson Co. 

i Louisville Paper Co 
Allman- Christiansen Paper Co. 
Sensenbrenner Paper Co 
Wilcox-Mosher-Leffholm Co. 
Graham Paper Co 

Bulkley, Dunton & Co. 

J. B. Card & Paper Co 
Carter Rice Storrs & Bement Inc. 
; Graham Paper Co. 
Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co 
Capital Paper Co 

Crestwood Paper Co 

Green & Low Paper Co., Inc 
Kennelly Paper Co., Inc 

The Whitaker Paper Co 
Blake, Moffitt & Towne 

—— Western Paper Co. 
Carter Rice Storrs & Bement Inc. 
: Atlantic Paper Co. 
Wilcox- Walter-Furlong Paper Co 
Blake, Moffitt & Towne 
Brubaker Paper Co. 
General Paper Corp. 

C. H. Robinson Co. 

Blake, Moffitt & Towne 

John Carter & Co. 
Providence Paper Co. 
Tileston & Hollingsworth Co. 
Blake, Moffitt & Towne 
Cauthorne Paper Co. 
Genesee Valley Paper Co. 
Blake, Moffitt & Towne 
Bermingham & Prosser Co. 
Graham Paper Co. 


Shaughnessy-Kniep-Hawe Paper Co 


San Bernardino, Calif. 


San Diego, Calif. 
San Francisco, Calif. 


San Jose, Calif. 
Seattle, Wash. 
South Bend, Ind. . 
Spokane, Wash. . 
Springfield, Mass. 


Stockton, Calif. 
Tacoma, Wash. 
Toledo, Ohio 
Tucson, Ariz.. . . 
Washington, D. C. 


Wichita, Kansas 
Worcester, Mass. 
York, Pa. 


Tobey Fine Papers, Inc. 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 
Wilson-Rich Paper Co. 

Blake, Moffitt & Towne 

‘ Blake, Moffitt & Towne 
Bermingham & Prosser Co. 

Blake, Moffitt & Towne 

‘Carter Rice Storrs & Bement Inc. 
Mill Brand Papers 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 

Paper Merchants, Inc. 

Blake, Moffitt & Towne 

John Floyd Paper Company 
Wilcox-Walter-Furlong Paper Co. 
, Wichita Paper Co., Inc. 
“C: arter Rice Storrs & Bement Inc. 
The Mudge Paper Co. 
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age of the recipients would reach for 
the phone and call their salesmen, 
to see whether they had been in 
luck. This, of course, was one of the 
purposes of the campaign, but it 
made it necessary to devise an easy 
way for salesmen to make the cor- 
rect identification. They also had to 
be given a preview of the program. 

Both of these objectives were 
reached by a large, plastic-bound 
book. The cover was the same as 
that of the first mailer, somewhat 
larger than the original. This pro- 
vided a striking full-color cover for 
just the expense of a small over- 
run. The first two inside pages ex- 
plained the program and _ included 
a timetable of mailing dates. The 
rest of the book was made up of 
actual mailing pieces tipped into the 
book, with captions beneath ex- 
plaining how winners were to be 
identified. 


e The penny was a winner if the 
date were earlier than 1880. 


@ The stamp was a winner if it were 
a 10c Louisiana Purchase issue. 


@ The chip was a winner if it had 
the number 1001. 


e The nugget was a winner if it 
were heavier and more golden in 
color than the one in the salesman’s 
sample. 


e The jewel and the arrowhead 
were winners if key words were 
not underlined. 


Curiously enough, we had origi- 
nally planned on underlining the 
key words on the winners only, but 
our production people told us it was 
easier and less costly to run the un- 
derline on the bulk printing, then 
remove it from a small number of 
copies at the end of the run. 


> In order to keep tabs on the prog- 
ress of the program, we asked each 
salesman to send in reports on each 
mailer. We wanted to know how 
many calls he got, from whom, and 
so on. To make this extra effort 
worthwhile, we offered, for a com- 
plete set of reports, an attractive 
wooden treasure chest, brass 
trimmed and velvet lined, for use 
as a jewelry case. Full-color pictures 
of this item were trimmed from 
catalog sheets furnished by the sup- 
plier, and tipped into the salesmen’s 
advance book. 

Now the program is complete. The 
last mailer went out October 22, and 
while it is too early to tote up the 
final results, there is every evidence 
that its effectiveness was everything 
it was expected to be, and more. 
The entire program, with new copy, 
of course, is being reprinted for a 


different audience. And the Ballast 
Department, the original client, has 
already got some of its money back. 


> It was fun, but it was complicated. 
Its cost was far below what you 
might have guessed. While the exact 
cost cannot be revealed at this time, 
its entry blank in the DMAA con- 
test put it in the $14,999 to $24,999 
category, and that amounts to $5 
per head for the entire series, give 
or take $1.25. 

As far as we're concerned, it’s a 
perfect example of the quality and 
the economies that can be gained 
when writer, visualizer, art studio, 
engraver and _ production people 
work together to save each other 
unnecessary headaches and expense 
all down the line. Complicated as 
this program appears, it actually 
went more smoothly than many 
we've done. It has sold us at G-E 
completely on the team approach to 
such projects. 44 


Mail Room Helpers... 


Leaflets Details Aids 
For Efficiency Mailings 


Although at the end of the line 
in thinking, at least part of the 
credit for direct mail success has 
to go to the mail room and the 
efficiencies practiced there. Two 
new leaflets to come across AR 
desks detail “what's new in ma- 
chinery and methods” in the mail- 
ing problem. 


Scriptomatic 
Method 


The Scriptomatic 
method of address- 
ing, its intermedi- 
model, attachments, 
and accessories are detailed in an 
illustrated leaflet from Scriptomatic 
Inc. 

In addition to details on how the 
system works, the Scriptomatic 
leaflet includes a list of advantages 
to be gained by companies in adopt- 
ing the method. Complete specifica- 
tions are also detailed in the leaflet. 

. for more details circle 1137, page 135 


ate machine 


The Elliott 
System 


Mailing list con- 
trols through punch 
card addressing are 
detailed in an illustrated color fold- 
er from the Elliott Addressing Ma- 
chine Co. 

Illustrations show operators in a 
typical Elliott machine 
addressing operations from the be- 
ginning to the final filing after the 
addressing job is completed. The 
versatility of the system is empha- 
sized throughout the Elliott folder. 


. for more detai!'s circle 1138, page 135 


series of 


GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


PRICE LIST 
8 x10 GLOSSY PHOTOS 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 


116-118 W. Ohio St. * Chicago 10, Illinois 
ept. N-11 * Telephone: MI chigan 2-5651 


Project Sharp limages 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 


The New Model 44 


Art O-Graph 


Art production costs 
drop, earnings go up, 
with an Art-O-Graph. 
Render _ illustrations; 
visualize layouts; 
“drop in’ keyline ele- 
ments; capture per- 
spectives; match let- 
tering; insure accura- 
cy; fast scaling; elimi- 
nate stats. No trac- 
ings! 


10 Days FREE 
TRIAL—no obli- 
gation, no 
freight if re- 
turned. 


Write for 
folder! 


Ltt) Me Mella 
Fy -l-14 Mee Th 
head ‘‘dead” space. 


4837 Emerson Ave Minneapolis 9 Minr 
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WELLE 


Cover Caption Contest 


WLI 


. Interest in insurance company’s house organ grew when 


readers were asked to submit insurance captions for cute baby pictures 


For House Organs... 


Babies on Cover Draw 
Smiles & Readers 


A cover idea that builds reader- 
ship, makes friends, and is eco- 
nomical, has been developed for the 
“Centralizer,’ the house organ of 
Central Mutual Insurance Co., Van 
Wert, Ohio, by its agency, Howard 
Swink Advertising Agency, Marion. 
And the best part of it was that 
it is done on a low, low budget. 

The main feature of each month's 
cover is a winsome and amusing 
babyface, bought from stock photo 
libraries. The caption, of course, is 
aimed straight at an insurance situa- 
tion which will be familiar to all 
agents. For example, the pouting 
baby shown on the upper-right 
cover in the picture above bears the 
caption: “But you didn’t tell me re- 
building costs were up that much!” 


> The readers were asked to come 
up with another caption for the 
same picture. The winner’ each 
month receives a framed photo, 
lettered with his winning caption 
and his own name and address. For 
the same cover, the prize was 
awarded to the Johnstown, Pa., 
agent who suggested “You could 
have sold me more insurance if you 
had just asked me!” 

Runners-up get mystery prizes 
(actually a diaper with the slogan 
“See Central for better coverage’) 
while all entrants get a certificate 


78 - ap * November 1958 


appointing them a member of the 
Heraldic Order of the Central Cover 
Club, with a certificate complete to 
a seal that includes the ancient 
proverb “Who pinneth down right 
coverages will never get stuck.” 


> Out of an agency force of 3,500, 
entries have settled down to about 
25 a month. Over a year, it is esti- 
mated that about 10°. of all Central 
agents will have submitted entries, 
and many more will have thought 
about it or chuckled over an entry. 

A pleasant idea that cost little but 
one that has paid dividends in good 
will. As a plus benefit, agents’ secre- 
taries love the cover, and the house 
organ is being placed more regular- 
ly in a prominent place in the re- 
ception rooms, where it contributes 
just a little extra push at the point- 
of-sale! 44 


Library of Directories 
Announced by Dunhill 


A new subscription library with 
details on over 15,000 published di- 
rectories, etc., has been announced 
by Dunhill Intl. List Co. 

Use of the library will be by sub- 
scription only and the service will 
include the “who, what, and where” 


of privately compiled mailing lists, 
market research data, and the best 
of “industry direct mail material” 
plus the directory field. 

Membership is on an annual basis 
and is open to all qualified business 
organizations, advertising agencies, 
publishing houses, public relations 
counsel, etc. 

Additional details are available 
from Dunhill Intl. List Co., 
Fourth Av., New York. 


Aged Parchment Pieces 
Possible For Promotions 


Direct mail on aged parchment 
has been introduced to the field as a 
practical possibility by an unusual 
reproduction service from Davis 
Store, Portsmouth, Va. 

The service offers the processing 
and reproduction of old documents, 
manuscripts, charters, commemora- 
tive or anniversary items of a com- 
pany on “antique-aged” parchment 
paper for promotion or premium 
use. 

Already currently available in 
stock for direct mail use are repli- 
cas of the Constitution, Declaration 
of Independence, Bill of Rights, 
Gettysburg Address, the Slave Bill, 
America’s first successful newspaper 
published in 1704, Confederate Civil 
War bills in denominations of $1 to 
$100,000 and Abraham _ Lincoln’s 
1833 Tavern License. 

Samples are available. 

- for more details circle 1139, page 135 


Guide to Farming Terms 
Published as Sales Aid 


A specialized dictionary contain- 
ing over 1,000 words and phrases 
commonly used by farming people 
has been published by The Kentuc- 
ky-Tennessee State Farm Paper 
Unit. 

Prepared in collaboration with the 
editors of 17 other state farm papers, 
this revised book offers definitions 
of rural terms ranging through the 
alphabet from “abomasum” (the 
fourth stomach cavity of a rumi- 
nant) to “Yorkshire” (a breed of 
swine). 

Other delightfully descriptive 
rural terms found in the “Farm 
Language Dictionary” include “cra- 
dle scythe,” “full mouth,” “colos- 
trum milk,” and “stilbestrol,”’ all 
occasionally necessary for adver- 
tising people to use when writing 
for or selling to the farm market. 

Price for the dictionary is $1 from 
the Book Dept. Kentucky-Tennes- 
see State Farm Paper Unit, Box 219, 
Middletown, Ky. 44 
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* ZIP-STRIP envelopes by Cupples-Hesse 


Intrigues prospect into opening letter! 


Unique, interesting and refreshingly different, the new Zip-Strip 
envelope by Cupples-Hesse possesses a fascinating characteristic 
that intrigues the reader into opening the envelope. 


The Zip-Strip, a perforated vertical line near the end of the 
envelope, zips open in a flash—slick as a whistle. 


For envelopes that arouse curiosity and help build sales, write 
Cupples-Hesse. You’ll receive samples in a hurry. 


QUAL/>, * 
< r 
° a 


SINCE 189 : 


offices in principal cities 


CUPPLES-HESSE CORPORATION 
4110 N. Kingshighway, St. Lovis 15, Mo.—EVergreen 3-3700 


CUPPLES-HESSE CORP. of Michigan 
3635 Michigan Ave., Detroit 16, Michigan—TAshmoo 6-7360 


CUPPLES-HESSE CORP. of lowa 
1485 Keo Way, Des Moines 14, lowa—ATlantic 8-5737 04 
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Greetings on a String .. . 


String-Opened Envelope 
Attracts Attention 


By Walter Haimann 

National Brand Mgr. 

Carstairs Distillers 

New York 

Next to mailing brochures, the 

most effective medium for putting 

our Christmas package in dealers’ 

hands turned out to be Zip-Tags, a 

patented technique of assembling 

die-cut elements on a string that 

performs the added function of 
opening the envelope. 

In one envelope we were able to 
combine: 

1. Holiday greetings; 

2. Reminder of our 

wrap; 


special gift 


3. A hanging display unit. 

The device was developed by the 
Connelly Organization, Philadel- 
phia, which calls its special envelope 
Zip-Opener. 

Since the individual tags do not 
have to bear related copy, and can 
be strung up in any order desired, 


choice of subject matter is highly 
flexible. Combining holiday greet- 
ings with a humorous low keyed 
sales pitch was uniquely effective 
with this attention-getting format. 


> Greeting card design of the die- 
cut tags made possible the use of 
both our seal trademark symbol and 
a miniature replica of the gift- 
wrapped bottle. Supplementary tags 
in holiday ornament shapes carried 
the sales story. 

Development of this point-by- 
point delivery offers real impact. 
Short copy and easily visualized ob- 
jectives are required. 


> In this season of intense competi- 
tion, ordinary mail might have been 
put aside. Getting recipients to open 
our envelope was the unique job ac- 
complished by Zip-Opener. It’s al- 
most impossible to resist pulling that 
string! 

A small hole punched by Connelly 


OVER 300 YEARS 


OF COLLECTIVE MAILING LIST EXPERIENCE ... 


. Conscientiously devoted to furthering the efficiency and value of their 
service to mailers and list owners. That’s the proud history of the National 
Council of Mailing List Brokers 
put to work for you. 


Each member of the National Council of 
Mailing List Brokers is prepared to 
serve you as you should be served: 
rendering many extra aids and courtesies 
extending far beyond the usual client- 
broker relationship. Each has an enviable 
record of “doubling in brass” aS 2 
consultant, confidant and market analyst 
Each can refer to the results of exhaus 
tive and continuing performance studies 


MEMBERS OF THE NATIONAL COUNCIL 


OF MAILING LIST BROKERS 
Archer-Bennett List Service Willa Maddern, Inc 
Inc 215 Fourth Ave 
140 West 55th St New York 3, N. Y 
New York 19, N. Y SP 7-7460 
JU 6-3768 
George R. Bryant 
595 Madison Ave 
New York, N. Y 
MU 8-2651 352 Fourth Ave 
Dependable Mailing Lists, Inc. New York 10, N. Y 
381 Fourth Ave oie o 
——— 136 W. 52nd St 

4 New York 19, N. Y 
Walter Drey, Inc CO 5-8616 
257-4th Ave Sanford Evans & Co 
New York 10, N. Y a oe = 
OR 4-7061 innipeg 1, Canada 
Guild Co. 92-2151 

James E, True Assoc 

160 Engle St 419 Fourth Ave 
Englewood, N. J 
BR 9-0461 


38 Newbury St 
Boston 16, Mass 
CO 6-3380 


New York 16, N. Y 
MU 9-0050 
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Mosely Mail Order List Service 


Names Unlimited, Inc 


and this valuable experience can be 


when selecting the right lists for specific 
offers. When you call upon a NCMLB 
member, you can be sure that you will be 
working with an able and reliable expert 
who has met the rigid requirements of an 
established trade association. 

List owner or mailer, whatever your 
Status, whatever your problem, the expert 
service of a Council member is but a 
phone call away 


Look for this seal 


Pe SP 


ZF MEMBER 


NATIONAL COUNCIL 


MAILING LIST 


BROKERS ZS 


IT'S YOUR GUARANTY OF 
THE MOST COMPETENT, 
RELIABLE LIST SERVICE 

AVAILABLE. 


Write to: 
Mr. Felix Tyroler 
National Council of Mailing 
List Brokers 
55 W. 42nd Street 
New York 36, N. Y. 


Package in an Envelope . . Die-cut orna- 
ments can’t get lost, for they are 
attached to string that zips open en- 


velope 


on one edge of the envelope acts as 
a finger hold. The pull-string runs 
inside the flap and requires only 
slight pressure to zip open. 

This convenient opening also pro- 
tects contents from damage by letter 
openers. This is particularly impor- 
tant with over-size envelopes such 
as ours. 

Tie-in art and copy for the en- 
velope face increased the mailing’s 
effectiveness. The “pull _ string” 
opener suggested strings of tree or- 
naments leading to the opening in- 
structions. 


> The tags and envelope’ were 
printed here and shipped to Connel- 
ly, although they are equipped to 
handle the entire production. 

The colorfully strung card shapes 
quickly became a holiday ornament 
in offices and shops. With minor ad- 
justments, many dealers created ef- 
fective display “mobiles” out of what 
would have been just another greet- 
ing card. 

Added up — the surprise of the 
pull-string opening the string 
of tags popping out of the envelope 
... got attention from every mem- 
ber of the dealer staffs. Handsome, 
expensive Christmas cards will al- 
ways get compliments, but when we 
began receiving letters of congratu- 
lations on this unique idea, we knew 
Zip-Tags were no passing curiosity. 

44 


Tension Publishes Guide 
To Sales Via Direct Mail 


A guide to a gold mine of sales 
from your mail efforts has been 
published by the Tension Envelope 
Corp. in a new edition of “Envelope 
Economies.” 

The key to the sale, according to 
the booklet, is the element of de- 
pendency—in the direct mail sale— 
on the written word. Among the 
points covered in the booklet are 





FULL COLOR 
POSTCARDS \ 
DESIGNED TO SELL!| 


Crocker Mirro-Chrome 
advertising and sales 
promotion post cards 
brilliantly portray and 
sell your product 

at a cost of less than l¢ 
each. Mirro-Chrome can 
work for you—contact 

a Crocker Salesman in 
your area, or write 


Dept. AR-11 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission « Chicago, 350 N. Clark 
Los Angeles, 1151 W. 6th - New York, 23 E. 26th 
Detroit, 16801 Wyoming - Baltimore, St. Paul & 24th 
Seattle, 322 Colman Bidg. + Portland, 1325 S.W. 13th 


ZIN II. 
NV IBIT1 1G: 


The Scissors and Paste Pot art service thot dares 
to be different. Ideas, alone, in each issue ore 
worth many times the small monthly cost. Big 
concerns you know like Prudential, U.S. Steel, 
Prentice Hall have subscribed repeatedly for 
mony years. 


to cover cost 
of packing and mailing 


will bring youa..... 


Single issues sell for$20.00. The sample, yours 
to use, can make you hundreds of extra dollars 
if you use but a single idea. Besides the somple, 
you will receive an unusually attractive intro- 
ductory offer. No obligation. No salesman. 
Attach one dollar to letterhead and mail today 
to Multi-Ad Services, Inc., 126 Walnut Street, 
Peoria, I!linois. 


UBIQUITOUS 


Everybody shows them to everybody! 
Extra readership, extra impact, extra 
sales! Your copy printed with invis- 
ible ink on ‘Secret Message’ post- 
cards! 


Free Samples, Know-How, Show-How: 


M. E. MOSS & CO. 


JAckson 2-6506 
119-f Ann St., Hartford 3, Connecticut 


selecting the prospec aking . 

cting the prospect, making the BRODIE’S “FAMILIAR QUOTATIONS” 
contact, the time element, sales pres- 
> ati i y > . Og > } oe 
entation, getting the order, and the Poarn lo weele weld, 
right follow-up 


Also included in the booklet is or n0b bo wiatile aed add. 


a suggested method for computing JOHN DRYDEN 1631 1700 
actual costs on each mailer. 
- for more details circle 1140, page 135 


Postage Meter Prestige 
Pointed Out in Brochure 


The possibility of adding prestige 
to your mailing pieces through the 
use of a modern postage meter 
stamp is described in a new illus- 
trated brochure from Pitney-Bowes 
Inc. 

Exhibits of metered mail, case 
studies, and a table of relative effec- We at Brodie’s ain't the most gram- 
tiveness of the “pulling power” of matical in the world but, our customers, 
various forms of postage are in- bless 'em, seem to understand us and 
cluded in the 12-page brochure plus some even ask our advice about THEIR 
data showing the new practicality —— 
of postage meters for the small 
office. ® 

- for more details circle 1141, page 135 
ADVERTISING SERVICE 


: WA 2-9560 
w AVENUE * WA 2 
521 SOUTH WABASH Service — Since 


; i ost on Resourceful ; 
Novel Display Pieces 3 sou >. os 


e mailing 
© Printin 

* Mimeogrannns Z essing 
rigrerhine co! Addre 


Double as Postcards derening ans e Comolere meni Compesen” 


A clever example -of display 
pieces designed to win their way 
into the direct mail field is the full- 


color miniature posters with post- P4py YOu Paying 
card backs developed by H. S. 
Crocker Co., San Francisco. 


Posted on supermarket freezer Me ad Ls 
units, the cards tie in with mag- 3rd CLASS RECEPTION rs 
oD 


azine and newspaper advertising as 
point-of-sale stimulators and—as 
effective direct mail pieces—have 
sales messages imprinted on the 
back as well as space for stamping 
and addressing. 44 


@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 

@ Send it with your 3rd class cata- 
log in Du-Plex...letter arrives in 
distinctive Ist class compartment 
separate and apart from catalog. 

@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class valve for the $30.00 
per thousand postage you pay. 


Write for Du-Plex samples, prices! 


we 


Display or postcard? . . . Retailer can ONVELOPE CORPORATION 
take his pick with novel full-color cards scl teetehttt hth dette Mes 
developed by H. S. Crocker Co 
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Planning a 
Direct Mait 
Campaign? 


Let experts handle 
that ALL-IMPORTANT detail! 


4 


Primary requisite for the effective use of Direct Mail is the 


completeness and accuracy of the mailing list. 


Industrial buyers are never static. New names must be con- 
stantly added, deleted, changed, checked and re-checked. 


As the world’s largest publisher of business and industrial 
publications, McGraw-Hill is uniquely equipped to handle 
that all-important detail of keeping pace with today’s rap- 
idly changing markets and shifting personnel. Our lists are 
built, and maintained, to provide as accurately as humanly 


possible, complete rosters of the industries we serve. 


Send for our free booklet on “Business & Industrial Mailing 
Lists.” 


Just fill-out the coupon and mail! 


ttt ttt lll ll ll ltl lll ll 


McGraw-Hill Direct Mail Division 
330 W. 42 St. 
New York 36, N. Y. 


Please send my free copy of the McGraw-Hill Business & Industrial Mailing List Catalog. 
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€) Some Plain Tale About... 
= : 


CRS BASIS) RECS RAS 
Jumbo Series . . . This jumbo mailing 
piece, 11x14°’, was prepared for Peerless 
Photo Products by its agency, John 
Mather Lupton Co., to get the attention 
of distributor salesmen and to give them 
sound sales advice. One of a series of 
eight, the mailers cost only $250 a 
month. 


Circular Gives Pointers 
On Stretching Postage 


In order to help those companies 
stung by the increase in postal rates, 
Curt Teich & Co. has released a 
practical little circular on “getting 
more from your postage dollar.” 

Based on a four-point check list, 
the circular helps the reader ana- 
lyze his company’s direct mail pro- 
gram by suggesting: 

@ When and how to eliminate post- 
age 

@ The value of revaluating present 
“deadwood-loaded” mailing lists 

e The most advantageous postal 
class rate for each mailing 

e The up-grading of quality and 
cutback of quantity mailings. 

Also included in the Curt Teich 
circular is an exact listing of the 
postal rate changes as they apply 
to letters, postcards, business reply. 
cards, and giant cards in airmail, 
first and third class plus a “postage 
rider” tip on getting the whole 4c 
worth when mailing first-class. 


. . for more details circle 1142, page 135 


Report from the 
Sales Promotion 


Convention 


A special AR reprint 
- 16 idea-packed pages 
from the SPEA meeting. 


Send 50c to AR Reprint Editor for 
No. 260. 





Variety of Pictures . 


Photo-Coverage 


By setting down its needs ahead of time, 
Asarco has obtained better photo-cover- 
age at lower cost, with speedier service. 


. . Asarco uses pictures of many kinds in 


many ways, and they all are supplied by ‘’File Assignment.’’ 


American Smelting and Refining 
Co. is a staunch believer in the 
uses of photography. From illustra- 
tions in ads to photos in annual re- 
ports, from sales promotion bro- 
chures to local publicity releases, 
the company and its publications di- 
rector, Jackson How, rely heavily 
on the camera. 

But with sales offices, production 
facilities and customers scattered 
all over the country, getting the 
pictures it needed was quite a prob- 
lem. 


> The company did not want to 
create its own photographic depart- 
ment, and therefore relied on free 
lance and commercial photographers 
in the 16 cities in which its major 
facilities are located. This meant 


From Small to Large . 


. . The kinds of pictures included in the work in 
program vary from close-ups taken in the laboratory, people at 


a minimum of 16 different photog- 
raphers, and frequently an even 
larger number. This, in turn, led to 
a lack of coordinated planning, no 
centralized organization of photo- 
graphic purchasing, and, worst of 
all, a wide variation in the quality 
of the photography. 

As Oscar S. Straus, chairman of 
Asarco’s finance committee, has 
put it: “On occasion we would find 
really superb photography available 
in one city, only to have this bal- 
anced in another location by photo- 
graphs which cost us money, but 
which were of such poor quality as 
to be useless.” 

The answer to the problem that 
bothered Mr. Straus was worked out 
in cooperation with William F. Mur- 
ray, head of Cal-Pictures Corp., 


San Francisco. The new approach, 
which has been working well for 
several years now, has been given 
the descriptive title of “File As- 
signment.” 


>» The first step in setting up “File 
Assignment” was to work out a 
system by which the company could 
get top-grade photography and 
could centralize its basic photo 
morgue at a cost which would not 
exceed its current spending for 
photography. 

The key element is a listing, 
worked out by the company and 
Cal-Pictures, of all the photos that 
might be needed to fill out the file. 
This includes all or part of an 
Asarco plant or operation, such as 
long shots and close-ups of the 


mine interiors, and long shots of blasting. Whatever 
it is, it is usually found in the negative file 
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“You're right, 
it is top quality 
iustration board. 


_.. Crescent ! 


write for free samples to: 


Crescent Cardboard Company 
FORMERLY 


Chicago Cardboard Company 


1240 N. HOMAN AVE., CHICAGO 51, ILL. 


A | 
Unusual “Idea Art” 


PS RUAN aU eRA SY 


anyw¥ 


you took 
ge 86-° 
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rowins 
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me red carpet: 


Fresh impact for your messages 
with lively, colorful letterhead-size 
formats. Pre-printed with light 
touch art and headline. 22 unusual 
designs. 24 hour delivery. 


SEND FOR FREE CATALOG 
IDEA ART 


307 Fifth Avenue, New York 16 
Telephone: MUrray Hill 6-7270 
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plant, the equipment and the op- 
eration, starting with the stock pile 
and ending with the finished prod- 
ucts 

For publicity and editorial use, a 
file of portraits and candids of key 
personnel is included in the list. 

When working out the list, an 
effort is made to anticipate every 
basic photographic requirement that 
might come up during the ensuing 
five years 

The result of this is a shooting 
script, which lists every picture that 
is to be taken. On the basis of this, 
key personnel are alerted to the 
photographic schedule, so that the 
utmost can be obtained in a work- 
ing or shooting day. 


» The fiscal arrangements are quite 
simple. The company pays on a per- 
day basis for time of the photo- 
graphic crew, with out-of-pocket 
expenses being added to the daily 
rate. This varies with the general 
nature of the company and the com- 
plexity of the assignment. Other 
factors which affect the cost are the 
need for color shots, the amount of 
lighting required, and the number 
of men in the camera crew. The cost 
has run, generally, between $150 
to $250 a day, but is most common- 
ly about $175. An additional fee is 
usually charged for color, $50 per 
interior shot, $35 per exterior. 


> What does Asarco, and other cli- 
ents as well, get for a fee of this 
sort? In the first place, they get an 
average of ten shots per shooting 
day. While Cal-Pictures holds and 
files the negatives, all rights in the 
pictures belong to the client. Thus 
the company pays no more when 
it decides to use one of the photos 
in national advertising, in an ex- 
hibit, or in any other manner. 

Asarco receives a complete set of 
contact prints, plus an 11x14” glossy 
enlargement of each principal shot. 
These contact prints are filed in the 
most convenient manner, and since 
they are coded, enlargements can 
be ordered from the San Francisco 
negative file. The contract provides 
that 8x10s cost no more than $1 
each, with lower prices for quantity 
orders. 

For pictures of local interest, du- 
plicate sets of contact prints, se- 
lected from the total collection, can 
be made up for deposit in divisional 
offices. With the same code num- 
ber, each such office can order en- 
largements directly as needed. 


> There are a number of advantages 
that have accrued to Asarco as the 


result of this arrangement. 


® The photographers have become 


familiar with the company. They 
have learned, through observing 
many plants, a good deal about com- 
pany attitudes. They know the com- 
pany policy on cleanliness and safe- 
ty. They know what is most im- 
portant about the subject. 


® Grouping photo assignments has 
cut down expense considerably. It 
creates the minimum disturbance to 
production. The maximum use is 
made of a photographer's time, as 
well as of company personnel. 


® It is possible to build files sys- 
tematically. While it was never pos- 
sible to anticipate all needs in ad- 
vance, by keeping a list of needed 
pictures, a special assignment to 
get one shot could, at almost no 
additional expense, include picking 
up enough fill-in shots to bring 
down the per-shot expense. 


® Print quality is better, since the 
negatives are usually developed by 
the same man who exposed them. 
He knows the light values, and what 
he was trying to get when he shot 
the picture. 


> There are now somewhere be- 
tween 3,500 and 4,000 negatives in 
Cal-Pictures’ files, taken for Ameri- 
can Smelting and Refining Co. From 
these have come photos that have 
been used for such varied purposes 
as these: 
© Editorial feature articles 
® House organs, booklets and busi- 

ness magazines 

Case histories for sales promotion 

Consumer, dealer and industrial 

advertising 

Publicity releases 

Annual reports 

National magazine photo stories 

Murals, catalogs and sales pres- 

entations 

Film strips 

While Asarco was the company 
for which the plan was originally 
developed, experience has proved 
that, with small adaptations, it has 
worked for other companies with a 
wide variety of problems. 4< 


Colorplates Of Famous 
Paintings Now Available 


A new service for advertising and 
public relations staffs simplifies the 
matter of reproducing famous 
American paintings by supplying, 
not the paintings, but the color- 
plates themselves. 

The plates are available from the 
American Artists Group through its 
new division, the Treasury of Color- 
plates. Paintings and watercolors of 
more than 150 top American paint- 
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ers are included. The library con- 
sists of more than 4,500 sets of plates 
on varied subjects including land- 
scapes, seascapes, animals, still-lifes, 
flowers and interiors. A collection 
of contemporary religious and 
Christmas holiday paintings is also 
available. 

The colorplates can be used for 
annual reports, house organs, calen- 
dars, announcements or greeting 
cards—to name a few. Any painting 
selected will’ be reserved for the 
user exclusively for an entire year. 

Further information can be ob- 
tained from American Artists Group, 
106 Seventh Av., New York 11. The 
group is also equipped to furnish 
advertisers with layouts, critical or 
descriptive pieces about each paint- 
ing and biographical sketches of the 
artist. 44 


Mylar Film Is Latest 
Do-It-Yourself Laminate 


Latest entry in the booming do- 
it-yourself field is a laminate sheet 
made of DuPont’s Mylar, the clear, 
transparent polyester film. Called 
Cleer-Adheer, the product has a 
hundred office uses where lamina- 
tion or repair of letters, photos, doc- 
uments or records is required. 

The Mylar film is said to have 
greater transparency, strength and 
scratch resistance than ordinary 
acetate. In the form of Cleer-Ad- 


Steel Replaces Wood . . . Shifting from 


haphazard old shelves to systematic 
new steel shelving from Penco Metal 
Products saved an advertising agency 
over two hours clerical time a week in 


hunting for needed artwork 


heer, it is coated with a_ special 
transparent, pressure sensitive ad- 
hesive backing. 

Cleer-Adheer is applied, without 
special equipment, in three easy 
steps. The film is simply cut slight- 
ly larger than the object to be lami- 
nated, pressed against it and the 
extending edges trimmed. It is 
available in packages which con- 
tain two 11%gx8%” sheets, enough 
to protect over 200 square inches. 
Further information can be obtained 
from Chicago Desk Pad Co., 4640 
N. Oketo, Chicago 31. 44 


New Clip Book Features 
150 Varied Cartoons 


“Yankee Clipper,” a new clip book 
of cartoon art, has been made avail- 
able by American Mail Advertising, 
Boston. The 36-page, 842x11” port- 
folio contains more than 150 car- 
toons, in two sizes each, on a va- 
riety of subjects. 

The book’s plastic ring binding 
allows the portfolio to open flat for 
tracing or photographing. Pages are 
printed in high-gloss black ink on 
coated paper. 

For those wishing to sample the 
product, American Mail Advertis- 


ing will send, without charge, a 
sample sheet showing five cartoons 
from the portfolio. The recipient is 
free to use them for reproduction 
purposes. 


. for more details circle 1128, page 135 


Eraser Removes India 
Ink, Won’t Harm Paper 


An eraser said to effectively erase 
India ink without damaging the pa- 
per when used on hard surfaced 
papers, is announced by Weldon 
Roberts Rubber Co., Newark, N. J. 
The eraser can be applied to tracing 
cloth and tracing paper as well as 
other hard surfaced papers without 
scuffing the surface, making re- 
drawing easy and free from feath- 
ering. 

Originally developed for use with 
ball point inks, the product was 
found to be equally effective with 
India ink. 

The eraser, which the company 
calls its No. 138 ball point eraser, is 
pencil shaped and can be repointed 
by using the pull string which re- 
leases its paper winding. A sample 
is available upon request without 
charge. 


. for more details circle 1129, page 135 


Why GAMBLE with Deadlines? 
Be SURE with K § COLOR SERVICE! 


uc" Pri 
. Pr CLLLeS 


Leading Color Users Everywhere cali for ... 


KLEIMAN ane STURGEON COLOR SERVICE, INC. 


CHICAGO 1, ILL. 


Serving American 


Div. of Kaufmann & Fabry Co. 


62 E. LAKE STREET 
ANdover 3-7422 


industry through America’s 


leading Advertising Agencies, Art Studios, Photog- 
raphers and Industry itself—K and S§ Color Service 


LSM mele aie se ss FIRST IN SERVICE 


Any questions, Technical or 
Otherwise, Cheerfully Answered 


November 1958 + ao . 





How We Got the Photo 
Number 12 in a Series 


What a photographer went 
through to get an unusual color 
photograph for a record album. 


The instructions by Columbia 
Records art director Neil Fujita to 
photographer Ormond Gigli for the 
“Dance, Be Happy” album cover 
were simple enough: 

“Photograph a couple on an ele- 
vated, transparent platform. Shoot 
from the floor upwards through the 
soles of their shoes. Make sure the 
shoe bottoms are clean and colorful. 
Keep the background simple.” 


> The photographer’s studio is a 
huge Renaissance-type palazzo in 
latter-day Murray Hill style. The 
ceiling, 18’ high, has a coffered sur- 
face with color patterns. 

A 10’ high platform of wood and 
metal was erected by Mr. Gigli and 
assistant Bert Miles. A 5x7’ slab of 
Plexiglas weighing 300 lbs. (and 
costing $150) was raised onto the 
jerry-built scaffolding with a primi- 
tive two-man rope setup. 

Blue seamless paper was stapled 
to the ceiling to cover the busy sur- 
face. Photographer and _ assistant 
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reached the ceiling center with a 
small ladder placed on the platform. 
A taller, floor ladder helped them 
reach the outer edges of the ceiling. 
(See cut 1.) 

Texcel red tape was cut, shaped 
and glued to the dancers’ shoes. The 
dancers were the photographer’s 
more daring companions—wife Sue 
Ellen Blake and agent Arturo Gon- 
zales. 


They ascended the platform and 
donned their shoes. (See cut 2.) A 
single lens reflex camera, a Hassel- 
blad with an 80mm lens, was 
mounted on a short tripod, placed 
on the floor underneath the platform 
and covered with a black cloth. A 
hole was cut into the cloth for the 
lens to peer through. (See cut 3.) 

Six strobe lights were placed 
about, including four 1000-watts at 
the corners, slightly above platform 
level. A 500-watt was put below and 
away to light the shoes. A 75-watt 
was stationed above to light the ceil- 


ing and catch hair highlights. Strobe 
reflectors, lower walls and_ floor 
were covered with black seamless. 
Confetti was scattered on the plat- 
form for additional color. Shooting 
began. (See cut 4.) After every 
third shot, time out was called to 
sweep up the confetti, distribute a 
new batch and dust the Plexiglas 
underside. The glass had developed 
an ardent affinity to dust particles 
rising invisibly from the floor. 


> Several days and a dozen Ekta- 
chrome rolls later the assignment 
was finished. To take advantage of 
the setup while it was still up and 
to help amortize the cost, the 
photographer ran off several addi- 
tional rolls, of tv models Lorraine 
Rogers and Helene Partello. If you 
see them in Playboy, you'll know the 
background. 

Columbia Records received its al- 
bum illustration. But anyone for 
Plexiglas? The slab is available to 
the highest bidder. 44 
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Shading Mediums Catalogue *3 


... featuring the world’s most complete line 
of shadings, symbols and alphabets! Craf- 
Type ¢ Craf-Tone ¢ Craft-Color « Craft-Copy 
e Doubletone Drawing Paper « Doubletone 
Tracing Vellum ¢ Singletone Drawing Paper « 
Multicolor Process ¢ Top Sheet Shading Films! 


FAST sales impact to layouts and finished artwork! 


FASTER ad production and paste-up! 
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CRAFTINT MANUFACTURING COMPANY 
1615 COLLAMER AVE CLEVELAND 10, OHIO 


Yes, send me the world’s most 
complete Shading Medium Catalog 


Name 





Write today for your 
FREE Catalogue *3 


Company. 





Address___ 
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MASK-0-NEG 
VELOX PRINTS 


SILHOUETTE + LINE » HALFTONE 
DROPOUTS +» COMBINATIONS 
55-60-85-100-110-120 line screens available 


FREE Benday surprint and drop-out guide 
available upon request 
MASK-0-NEG 


142 GREENE STREET » NEW YORK CITY 12 
CAnal 6-8440 
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PRODUCTS FOR YOUR 
TV AND ART DEPT. 
“STORYBOARD” PAD — 


i that hos big 5 x 7 
panels that 


() 


enable 
y to make moan-sized TV 
Perforated video 

nd audiC 
background 


No. 72C—Pad Size 14x17 
(50 Sheets—4 Segments on Sheet) 


segments on gray 


Tomkins TELEPAD 


Most popular TV visual pad 
with 2°, "4 video and 
audio panels on gray back 
round Each panel perfo 
rated 


No. 72A—19%24 
(50 Sheets——12 panels on Sheet) 
No. 72B—Pocket Size 8x18 


(75 Sheets—4 panels on Sheet) 


FREE SAMPLES 
FOR THE ASKING! 


Write on your letter 
head for 200-page cata 
log of art supplies An 
Encyclopedia of Artists! ART 


STs: 

' Or Mar, 

Materials AFTin ERiars 
S suppiies 


ett ee 


2 West 46th St., New York 36, 


THINNING ao WEIGHTING 


REPROPOR tid san 
PERSPEctives | 


ITALICIZING WSXNNSAWNSG 


\' 
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LE RSTESH AD OWS 


Special effects 


ANY EXTREMES 
from type, lettering, logos, art 
You dream up the effect you want 
—we'll reproduce it to perfection. 
PLaza 3-4943 
FLEXO-LETTERING CO., INC. 
305 East 46 St., New York 17 


Since 1937 the greatest name in Trick 
Photography and Process Lettering 
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Colorful Brochure Tells 
About Super Graphic 


A giant 91%x17” 
chure 


full-color bro- 
with words, pic- 
tures and diagrams the features of 
the Super Graphic land camera. 
The brochure is available from Su- 
per Graphic’s manufacturer—Gra- 
flex Inc., Rochester, N.Y. 

It includes a number of close-up 
shots of sections of the camera, 
illustrating various features. There 
is also a section devoted to Super 
Graphic equipment and accessories. 


describes 


- for more details circle 1130, page 135 


Light Touch Art Sparks 
Sales Promotion Forms 


A new line of bulletin forms with 
letterheads in informal 
cartoon style has been introduced 


by Idea Art, New York. The bulle- 


tin forms, 


four-color 


intended for sales pro- 
motion purposes, are designed for 
a variety of subjects and occasions. 
All have a printed heading an- 
nouncing the subject and illustrated 
with a colorful cartoon. 

Typical forms include “Now’s 
Your Big Chance!” (catcher whis- 
pering to pitcher), “This Is News!” 
(delighted switchboard operator), 
“Bang-Up Event!” (character get- 
ting ready to light giant firecrack- 
er) and “Its Later Than You 
Think!” (sleepy man being jiggled 
atop jangling alarm clock). 

The forms can be used to head- 
line a variety of messages to sales- 
men, dealers, 
and 


customers, prospects 
organization members. Orders 
will be filled for quantities as small 
as 200 sheets. 

Idea Art will send a catalog show- 
ing all full-color formats in reduced 
size at no charge. Twenty-two 
formats are offered in the current 
line. Others will be added at fre- 
quent intervals. 


- for more details circle 1131, page 135 


Eraser Kit Said To 
Meet All Needs 


A trio of erasers packaged as a 
kit and said to meet practically all 
erasing requirements has been in- 
troduced by Weldon Roberts Rub- 
ber Co., Newark, N. J. Known as 
Jet “Trio” No. 800 eraser set, the 
package contains an eraser for ink 
and typewriting, one for ball point 
and India inks, another for pencil 
erasing and cleaning. 

Each is a cylindrical stick eraser 
contained in a transparent plastic 
about the size of a fountain 
pen, with a pocket clip. 44 


case, 
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QUANTITY PHOTOS SELL ANYTHING... ANYWHERE! 


Write for FREE photo packet 





Here’s how you can prepare 


BETTER ART 


for Reproduction & Presentation 
Sheets with 


OLTAK | 
Adhesive Back 


Hand Lettering & Type Alphabets 
@ Over 300 of the latest Styles 
from 18 to 144 pt. 


Shading Film in Matte-Finish 
@ Standard Screens from 30 to 85 line 
@ Standard Tones from 15 to 60% 
@ Takes pencil, pen and color smoothly 


Color Film in Matte-Finish 
@ 51 Different Standard matched printing 
inks including Gold, Silver and Fluor- 
(J escent colors 


FREE ‘“‘How-to-do-it’”’ booklets 


H. T. HERBERT CO. 
10-63 Jackson Ave., 
Long Island City 1, N. Y. 


Paste-up Acetate 


HERR: 


NATURAL COLOR 
3,000 POSTCARDS Tid 00 
JUMBO—RETURN REPLY—ACCORDION CARDS 
CATALOGUE SHEETS—8"2 x 11 
25¢ ea. in 1M quantity 
COLOR PRINTS—DYE TRANSFER—TYPE € 
Write for Price List and Samples 


CORONA COLOR STUDIOS 
72 W. 46th St. New York 36, N. Y. 


“Palette Patter’’ keeps 
you posted on the latest 
and best in artist materials 
and equipment. Get your 
copy Write to 


Sa a AR-11 


PY eS ee oe 
6408 WOODWARD AVE 
DETROIT 2. MICH 





to Boost Sales 


This exciting incentive program not only tied 
in with the baseball fever, but it also used 
the players themselves to heighten the realism. 


September found the Motorola 
wholesale sales force scanning the 
sports pages of their daily news- 
papers with more than casual in- 
terest. The main attraction was the 
box score of the Milwaukee Braves. 
For not only did the new 1958 Na- 
tional League Champions have to 
contend with Pittsburgh and San 
Francisco in the final month of 
play; they had to look out for some 
440 salesmen who were also out to 
“Beat the Braves.” 

The added 


sales 


competition was a 
contest in which Motorola 
wholesale salesmen matched their 
production of sales “hits” and “runs” 
with those of the pennant-winning 
Braves. 


> Here’s how Motorola’s Beat the 
Braves promotion unfolded, meet- 
ing the approval of both Motorola 
management and the Milwaukee 
Braves. The wholesale salesman 
collected hits and runs for selling 
phonographs, high fidelity and 
stereophonic instruments, ranging 
from one hit for selling a children’s 
phono to one hit plus four runs for 
selling the most luxurious piece of 
stereo in the line. 

If the total runs made by the dis- 
tributor salesman in each of the 
five weeks in September’ were 
greater than the run production of 
the Champion Braves in the same 
week, he beat the Braves and his 
runs or score were doubled. Runs 


to the salesman meant 160 prize 
points and a hit 40 points. 

When the runs were translated 
into prize points, the salesman 
could apply them towards the pur- 
chase of the hundreds of items 
found in the E. F. MacDonald Co. 


catalog of awards. 


> It was the promotion of the pro- 
motion that presented the most in- 
teresting element. 

On August 19, S. R. Herkes, Mo- 
torola’s marketing vice-president, 
received a letter from Braves Man- 
ager Fred Haney challenging Mo- 
torola to aé_ selling contest. Mr. 
Herkes accepted the bid in a foot- 
note on Mr. Haney’s letter, which 
was reproduced and sent out to dis- 
tributor salesmen. The contest was 
under way. 

Three days later, the distributor 
principals received a bulletin which 
explained the promotion in its en- 
tirety. The prize catalog and a hit 
and run scoring schedule were in- 
cluded. 

In the letter, the distributors were 
asked to hold a special sales meet- 
ing with their salesmen to explain 
the various facets of the Beat the 
Braves contest. 


> To aid them with their meetings, 
the factory shipped prize catalogs 
for each salesman, baseball caps, 
a “Take Me Out to the Ball Game” 


record and a supply of song sheets 


fs 


A 


to accompany the record. The pack- 
ets also contained a wall chart for 
recording the batting averages of 
all salesmen, wallet-sized individu- 
al score cards, and a supply of 
pledge cards. 

The pledge cards were signed by 
the salesmen and sent directly to 
Motorola’s president as a testimony 
to their support of the program. 

Two days before the start of the 
promotion, the salesmen received a 
letter from Manager Haney advis- 
ing them that the Braves were 
“keyed up and raring to go.—Are 
you ready?” Haney asked. 

Similar letters were received dur- 
ing the month from such Braves 
Stars as Red Schoendienst, Warren 
Spahn, Del Crandall, and Ed Math- 
ews. Interspersed among the 
Braves’ letters were factory bulle- 
tins and a series of cartoon post- 
cards. 


> Several gimmick or souvenir mail- 
ings were also used. One of the 
cartooned mailers advised salesmen 
to “Take a Cut Be a Sharp 
Hitter.” Attached to the back of the 
card was a baseball and bat key 
chain. The bat was actually a small 
pocket knife. 

Later on in the month, a crying 
towel was mailed to salesmen. The 
“Send them to the 
showers -Beat the Braves.” 


imprint read 


> On September 14, the winning 
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MARKING PENCIL 


writes on 
everything! 


Many people ( particularly retailers) 
write on unusual things. That’s why 
Imprinted Listo Marking Pencils are 
ideal gifts. Listo makes a clear, bold 
mark on any surface...so useful it 
stays with the man who receives it. 
And Imprinted Listo Marking 
Pencils cost less than 25¢ to give. 
Refills in 6 colors. 


Ask your advertising specialty jobber 
USTO PENCIL CORPORATION, ALAMEDA, CALIFORNIA 
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salesmen of the first week in the 
promotion heard from Fred Haney 
again, this time in the form of a 
congratulatory telegram. And so the 
mailings continued on an average 
of five a week or 35 in all. 

One mailing sure to be treasured 
by the family of the salesmen where 
there’s a “Little Leaguer” in the 
house was an autographed baseball 
signed by a member of the Braves 
and sent to each of the 440 sales- 
men. 


>» The climax for all was, of course, 
when the prizes selected from the 
catalog were delivered. However, 
there was an added finale for those 
salesmen who beat the Braves. 

Robert Galvin, Motorola presi- 
dent, sent a gold baseball key chain 
as a personal memento of the cam- 
paign. To the top salesman in each 
distributorship went an actual-sized 
gold baseball trophy with a con- 
gratulatory message signed by Mr. 
Galvin. 

The winning sales managers from 
each region were also sent a base- 
ball trophy. 


> Recapping a marketing program 
in an effort to evaluate the effec- 
tiveness of merchandising can some- 
times become a difficult task, Mr. 
Herkes said. “This is particularly 
true where you have a great deal 
of product acceptance and customer 
enthusiasm before the new product 
actually reaches the retailer. Our 
Beat the Braves Hi-Fi and Stereo 
promotion presented such a case. 
“We were bullish about stereo 
when we introduced new lines at 
mid-year. This enthusiasm of ours 


~~ 


. 7 
7 4 
fe phallanq! 
JE th hag Gitle g 
ce nthe 
fl the Dre 





Defiant Challenge Opening gun was a 
letter to Motorola from Braves manager 
Fred Haney, reproduced with a pencilled 
note from Ted Herkes, and sent to all 
salesmen. 


Principal Suppliers 


E. F. MacDonald Co. 
Swan Studio 
Cardinal Press 
Parisian Novelty Co. 


Prize Catalog 
Artwork 
Printing 

Pocket knife, 

baseball and 

bat key chain 
Towel 

Imprinting of 

towel 


Globe Import & Export 
Transfer Monogram 


E. W. Lane Co. 
Wilson Sporting Goods Co. 


Trophy 
Baseballs 


was borne out by the initial con- 
vention orders. 

“By the time we were into the 
promotion, distributors had com- 
pleted their sampling of dealers 
and were back at us with their 
secondary orders. In short, the cli- 
mate for doing business was healthy. 

“On the other hand, without any 
kind of promotional activity, how 
long would the enthusiasm have 
lasted? Some of it would have been 
transferred to other product lines 
simply because the Fall is the 
heaviest selling season for television 
as well as high fidelity and phono- 
graph, and with Christmas just 
ahead, a lot of radios would be mov- 
ing off retailers’ shelves. Not to 
mention the fact that the new car 
introductions traditionally bring a 
healthy gain in car radio volume. 

“All in all, the Fall is the best 
selling period for our entire line of 
consumer products, and as a mar- 
keting team, we must come up with 
promotional activity that keeps the 
business flowing in proper product 
proportions. 

“There’s no doubt in my mind 
that our Beat the Braves activity 
did just that. It got us well off the 
ground in stereo. In fact, we are 
currently building, shipping and 
selling on our ability to purchase 
materials. Moreover, we have ele- 
vated our sales projection for the 
balance of the year by some 250° 
and we were by no means hesitant 
going into the market. In baseball 
lingo, we felt our Beat the Braves 
promotion, like a well-tagged ball, 
had hit written all over it.” 44 


‘Beat’ Models Sweeten 
Calendar Sales Pot 


A new group of calendar models 
are not only ringing the cash regis- 
ter for Osborne-Kemper-Thomas 
Inc. these days, but also promising 
to nudge naked ladies, country 
scenes, cute babies and wistful pup- 
pies out of the advertising calendar 
picture altogether. 

Peopled by dreary off-beat char- 





WHO NeeDS experience? 


IM 4 Co_LeGe CRrapuate 


acters underlined by zany captions, 
the “Life Can Be Beautiful” calen- 
dars feature modern living at its 
ironic funniest. Offbeat all the way, 
the calendar is in a long and narrow 
13x4” layout somewhat resembling 
in shape and artwork one of the 
“mad, mad” greeting cards current- 
ly popular. 

While the “Life Can Be Beautiful” 
title may be somewhat of a mis- 
nomer in regards to the sentiments 
expressed, it fits the feelings of Os- 
borne-Kemper-Thomas Ine. when 
regarding the tripled sales since the 
new calendar series has been mar- 
keted. 44 


Lowcost Safety Signal 
Introduced as Premium 


reflective road 
light enough to be carried 
anywhere and bright enough to be 
seen at night—has been introduced 
as a practical, goodwill giveaway by 
I.D.L. Inc. 

Trademarked “Signal-Lite,” the 
marker is made of sturdy cardboard 
with a two-sided safety signal of 
diagonal stripes in Switzer’s bright 
red “Day Glo” for daytime warn- 
ings, and 3-M’s “Codit,” the reflec- 
tive beaded paint, for night use. 

The signal card stands 9x51” and 
is easily set up by opening it tent- 
wise and weighting it with stone or 
an iron tool to keep it from blowing 
over. When not in use it can be 
looped over the sun visor or folded 
flat for glove compartment storage. 

Additional Signal-Lite models 
currently available include a larger 
12x6 2/3” size for use as a barricade 
or driveway marker and a smaller 
model designed as a mailing piece. 

+ for more details circle 1108, page 135 


An emergency 
marker 


favored flatterer for those 
who are important to you! 


Thick, Juicy U.S. 
Prime Grade, 
Skillfully Aged 
Sirloin Room 
Specials as Served 
Exclusively in the... 


@ 


iwelonn boom 


“‘where the steak is born”’ 


Here is the family-wise business 


gift that will direct attention 
OO 
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Di f Box B: Six 
irect from ae ; 
the Fabulous loins, aDPF 
Steak Throne each 
NOTE: 5% Discoun — 
Received Before November 
1958 aca 
Steaks Cannot Be Shippes 
Cc O.D. Please Enclose Chec 
\ or Billing Instructions 


to your thoughtful good taste. 


1 
EASY TO ORDER! 
Box A: Six Sirloin Room Specials, 
roximately 16-oz. eac 


Filet Mignon Tender- 
10 - oz. 
_, .$24.00 


h $25.00 All steaks in colorful wrap and 
app . . 
shipped frozen to the names 
roximately ° ° ° : 
on your list, including greeting 
t on Orders . 

card or your business card. 


Allow one week for handling. 


Send your list of names today, 


Express is Desired, 


f Air s 
“aaa Charges Extra 


ents in 
1, Tax for all shipmen 
Add F101 Filinois 


Where You Select | or write for convenient, 


And Brand 


Your Steak postpaid order form. Do it now! 


STOCK YARD INN 


520 North Michigan Avenue + Room 912 + SUperior 7-1394 * Chicago 11, Illinois 


HANDI-MAID 
Server Tray 


Another New KENWORTH Premium Idea With All-Around Appeal! 
HANDI-MATES ) 


HANDI-KOASTER 


Descriptive Folder and Qua y 


Prices Promptly Upon Request = 


ENWORTH MFG. CO. 


12319 W. Lisbon Ave. @ Milwaukee 16, Wis. 


*‘Handi-Mates’’ are 
ideal premiums for 
Nationally adver- 
tised package goods. 
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Promoters 


that really 


Sagle promote + 


premium quality 


Balloons Imprinted with your 


company name, these 

colorful balloons are available in all sizes, 

shapes and colors — low-cost, high impact 

imprinted balloons will add punch to any 
promotion! ‘ 

Fairs 


Premiums 
Giveaways 

Direct Mail 
Point-of-Sale 

New Products 
Special Events 
Store Openings 
Merchandising Aids 


VW 


FOR COMPLETE INFORMATION, PRICES 
AND SAMPLE, WRITE: 


EAGLE RUBBER CoO., INC. 
ASHLAND, OHIO 


SAY “THANKS” PERSONALLY 


or your 


customer, client, or asso 


ciate, these handsome, beautifully 
made accessories add a tasteful and 
unusual touch of personality to giv- 
ing. He'll know you thought of him 
as an individual 

Custom designs are also available 
for special clubs, conventions, serv- 
ice awards, etc. Designs are exclusive 


for your purposes 


Prices from $3.10 to S1O.25 


SPECIAL “SEE-TI OFFER 


your business card or signature plus 


Send 


$4.00 for vour custom made tie bar 
See tor yourself how desirable these 


are as gifts and awards. 


Write today for full details. 


CARD-O-LINK COMPANY 
26 E. HURON ST., CHICAGO 11, ILL. 
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To the Rescue 


Last Minute ideas 
Solve Gift Problem 


With this third, and final, roundup 
of Christmas gift suggestions for ’58, 
we'd like to suggest that you also 
refer back to the listings in the Sep- 
tember and October AR issues. 

By using all three listings as you 
would a catalog, you will have ap- 
proximately 125 gift ideas at your 
fingertips including some 20 differ- 
ent catalogs worth seeing, 20 “tired 
budget” ideas at $2 or under, 5 dif- 
ferent “let the recipient choose” gift 
plans currently operating, plus a 
host of other gift ideas ranging far 
and wide in both price and selection. 

New this month is our admen’s 
special the offbeat “gag gift.” If 
your list contains names of people 
who would rather have laughs than 
loot, or if you have a reputation as a 
wit to uphold, the “offbeat” list 
might start the old oddball bounc- 
ing. 

Happy holiday-hunting to you all. 


S 
y 
$_ 8 ~) 


® Holiday Opener .. . A christmas 
greeting in the form of a jumbo-size 
bottle opener gaily splashed with 
“Seasons 


Budget Beauties... 


Greetings” in traditional 
red and green on one side, and a 
variety of “drinking toasts” in vari- 
ous languages on the other. A 14K 
gold “imprint transfer” is included 
for a personalized signature on the 
wrought iron black background. 
Packed in a _ specially-designed 
Christmas gift mailing envelope, the 
10” item weighs 8 ounces, mails 
third class. Retail price is $1.50. 
Melco Foundry and Mfg. Co., 2021 
W. Ferdinand, Chicago 


© Leather Smoke-Mate ...A leath- 
er box with a pull-out drawer that 
holds 20 king-size cigarets, and a 
gold-tooled ashtray on top. Avail- 
able in red, green, brown, maroon. 
Retails for $1. Gold-stamped im- 
printing is available 


Dunston Leathers Inc., 121 W. 17th 
St.,. New York 11 


© The Little General A key- 
chain on a sharp pocket-size, pig- 
skin case that contains a deluxe nail 
clipper and knife. The three blades 
can be opened without removing 
knife from case. Personalized copy 


can be imprinted on flap or in- 
scribed on enclosed gift card. Gift 
boxed in red and silver, the unit 
with chrome clipper and knife 
lists at $1.80 for minimum orders. 
Gold-plated implements are 
available at $2.65 each. 


W. E. Bassett Co., Roosevelt Drive, 
Derby, Conn. 


also 


@ The Pocket Remind-Omatic 

A compact combination of a dated 
month-at-a-time schedule with 
space for daily notations; an indexed 
alphabetical section with room for 
over 700 names, addresses and tele- 
phone numbers; a memo section 
with perforated leaves and added 
pages of information on postal rates, 
first aid, weights and measures, etc. 
Ring binding and over-all format 
makes for minimum weight and 
maximum utility. Available in a 
tropic tan vinyl cover, unit — with 
individual mailer and 1 to 4 lines of 
imprint is $1.60 each for orders 
of from 50 to 99. 


Ready Reference Publishing Co., 406 
W. 31st St., New York 1 


® Rubber Car Mat Coasters . 
Clever conversation coasters in the 
shape of miniature car mats made 
up in a variety of colors. Gift pack- 
aged, each set of 8 color-assorted 
coasters is priced at $1. 


Ace Rubber Products inc., 100 
Beach, Akron, O. 


Pd 


Car Mat Coasters... 


© The President Letter Opener . . 

Luxurious styling in a _ gleaming 
gold-plated letter opener with a 
simulated hand-carved ivory handle 
of high-impact styrene. Item is dra- 
matically packaged with a red felt 
background as the interior of the 
two-piece silver and white gift box. 
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Javelin: 


BY CHAMPION 


Smooth performance is a characteristic of Javelin Coated 
Offset, a utility grade for dependable lithographic 
reproduction that combines quality with economy in a wide 
variety of advertising uses. This insert —one of a series — 

is on 80-pound basis weight, demonstrates its capabilities in 
handling black and white halftone, line and four-color. 


CHAMPION SETS THE PACE IN PAPERMAKING 


THE CHAMPION PAPER 


AND FIBRE COMPANY 
HAMILTON, OHIO 
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THE PARADE OF CHAMPION MERCHANTS 


QUALITY HOUSES THAT OFFER A QUALITY LINE OF PAPER 


ALABAMA 
minghor The Whitaker Paper Company 
rbile The Partin Paper Company 
r W.H. Atkinson Fine Papers 


ARIZONA 


Blake, Moffitt & Towne 
Butler Paper Company 
Ty Blake, Moffitt & Towne 


ARKANSAS 
Roach Paper Company 


CALIFORNIA 
Fre Blake, Moffitt & Towne 
fs . Blake, Moffitt & Towne 
Carpenter Paper Company 
Jakland Blake, Moffitt & Towne 
rame Blake, Moffitt & Towne 
INCISCE Blake, Moffitt & Towne 
Carpenter Paper Company 
San Jose Blake, Moffitt & Towne 
' Blake, Moffitt & Towne 


COLORADO 


Graham Paper Company 


CONNECTICUT 


John Carter & Co., Inc. 
John Carter & Co., Inc. 


DELAWARE 


W ilmingtor Whiting-Patterson Co., Inc. 


DISTRICT OF COLUMBIA 


Washington The Whitaker Paper Company 


FLORIDA 
) r The Jacksonville Paper Co. 
Mian The Everglade Paper Company 
The Central Paper Company 
The Capital Paper Company 
mpa The Tampa Paper Company 


GEORGIA 
The Whitaker Paper Company 


Macor The Macon Paper Company 
avannat The Atlantic Paper Company 


Tallahassee 


IDAHO 
Blake, Moffitt & Towne 
Carpenter Paper Company 


ILLINOIS 
Dwight Brothers Paper Company 
Parker, Schmidt & Tucker Paper Co. 
Decatur Paper House, Inc. 
Peoria Peoria Paper House, Inc. 
Quincy Irwin Paper Company 
C. J. Duffey Paper Company 


Chicag 


INDIANA 


The Millcraft Paper Company 
nap indiana Paper Company, Inc. 


Nayne 


IOWA 


Carpenter Paper Company 
Pratt Paper Company 
ty Carpenter Paper Company 


KANSAS 
peka Carpenter Paper Company 
Wichit Southwest Paper Company 


KENTUCKY 
The Rowland Paper Company, inc. 


THE CHAMPION 


Mills at Hamilton, Ohio . 


LOUISIANA 
The D & W Paper Co., Inc. 


New Orleans 


MAINE 
Augusta John Carter & Company, inc. 
MARYLAND 
Baltimore Garrett-Buchanan Company 
The Whitaker Paper Company 
MASSACHUSETTS 
Boston John Carter & Company, Inc. 
Springfield John Carter & Company, Inc. 
Worcester John Carter & Company, Inc. 
MICHIGAN 
Detroit The Whitaker Paper Company 
Grand Rapids Central Michigan Paper Co. 
MINNESOTA 
Minneapolis Cc. J. Duffey Paper Company 
Inter-City Paper Company 
St. Paul Cc. J. Duffey Paper Company 
Inter-City Paper Company 
MISSISSIPPI 
Jackson Jackson Paper Company 
Meridian Newell Paper Company 
MISSOURI 
Kansas City Carpenter Paper Company 
St. Louis Acme Paper Company 
Shaughnessy-Kniep-Hawe 
Paper Company 
MONTANA 
Billings Carpenter Paper Company 
Great Falls Carpenter Paper Company 
Missoula Carpenter Paper Company 
NEBRASKA 
Grand Island Carpenter Paper Company 
Lincoln Carpenter Paper Company 
Omaha Carpenter Paper Company 
NEW HAMPSHIRE 
Concord John Carter & Company, Inc. 
NEW JERSEY 
Newark Central Paper Company 
Trentor Central Paper Company 
NEW MEXICO 
Albuquerque Carpenter Paper Company 
NEW YORK 
Albany Hudson Valley Paper Co. 
Binghamtor Stephens & Company, inc. 
Buffalo 


Hubbs & Howe Company 
The Millcraft Paper Company 
Forest Paper Co., Inc. 
Milton Paper Co., Inc. 
Pohiman Paper Co., Inc. 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
(Bulkley Dunton (Far East 
Bulkley Dunton S. A. 
j Champion Paper Corp., S. A. 
Champion Paper Export Corp. 


Jamestowr 
New York City 


F 


9 Expor 


Rochester Genesee Valley Paper Company 
NORTH CAROLINA 

Asheville Henley Paper Company 

Charlotte The Charlotte Paper Company 

Raleigh Epes-Fitzgerald Paper Company 


General Office: Hamilton, Ohio 


Akron 


Cincinnati 


Cleveland 
Columbus 
Dayton 
Mansfield 
Toled« 


Oklahoma City 


Divisior 
Lancaster 


Philadelpt 


Pittsburgh 
Reading 


Sioux Falls 


Chattanooga 


Knoxville 


Memphis 
Nashville 


Aust n 
Dallas 
El Pas< 
Fe. Worth 
Harlingen 
Houston 


LuDbDOCK 


San Antonio 


Ogden 


Salt Lake City 


Norfolk 


Spokane 
Tacoma 


Yakima 


Huntington 


.. Canton, N. C. ... Pasadena, Texas 


OHIO 
The Millcraft Paper Company 
The Cincinnati Cordage & 
Paper Company 
The Whitaker Paper Company 
The Millcraft Paper Company 
Sterling Paper Company 


The Cincinnati Cordage & Paper Co. 


Sterling Paper Company 
The Millcraft Paper Company 
OKLAHOMA 
Carpenter Paper Company 
Beene Paper Company 
Tayloe Paper Company 
OREGON 
Blake, Moffitt & Towne 
Carter, Rice & Co. of Oregon 
PENNSYLVANIA 
Kemmerer Paper Company 
f Garrett-Buchanan Company 
Garrett-Buchanan Company 
Garrett-Buchanan Company 
Paper Merchants, Inc. 
Whiting-Patterson Company, Inc. 
The Whitaker Paper Company 
Garrett-Buchanan Company 


RHODE ISLAND 
John Carter & Company, inc. 
SOUTH CAROLINA 
Epes-Fitzgerald Paper Company 
SOUTH DAKOTA 
Sioux Falls Paper Company 
TENNESSEE 
Bond-Sanders Paper Company 
The Cincinnati Cordage & 
Paper Company 
Tayloe Paper Company 
Bond-Sanders Paper Company 
TEXAS 


Kerr Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Southwestern Paper Co. 
Carpenter Paper Company 
Carpenter Paper Company 


UTAH 
Carpenter Paper Company 
Carpenter Paper Company 
VIRGINIA 
Epes-Fitzgerald Paper Company 
Epes-Fitzgerald Paper Company 
WASHINGTON 
Blake, Moffitt & Towne 


Carpenter Paper Company 
Blake, Moffitt & Towne 


Spokane Paper & Stationery Co. 
Blake, Moffitt & Towne 
Carpenter Paper Company 
WEST VIRGINIA 

The Cincinnati Cordage & 

Paper Company 

WISCONSIN 
Dwight Brothers Paper Company 
CANADA 

Blake Paper Limited 


PAPER AND FIBRE COMPANY 


FOR FULL INFORMATION ON HOW THIS ADVERTISEMENT WAS PRODUCED, WRITE OUR ADVERTISING DEPARTMENT, HAMILTON, OHIO 
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Price, with one-color imprint, is 75c 
each for minimum 100-lot orders. 


Colonial Knife Co., 287 Oak, Provi- 
dence, R.!. 


© Personalized Calendar-Pad 
Plenty of space for appointment 
scheduling in a slim-jim desk unit 
that opens up to reveal a complete 
week on each perforated page. 
Cover is of antique finish, durable 
leatherlex in brown, ivory or black. 
Additional features of 15 x 414” unit 
is a 3-year printed calendar on one 
page, and enough memo sheets to 
last the average person for a year’s 
jottings. Price, for orders of 100 and 
up, is $1.80 each. Gold imprint is 
available for 30c extra. 


Patrician Leather Crafters Ltd., 503 
W. 56th St., New York 19 


@ Pocket Magnifier . . . A compact 
unit with a plastic frame, and leath- 
er pocket sheath. Unit has a 24% x 
114” lens; 10.0 diopter. Price is $1.50. 


American Thermo-Ware Co., 12 
Warren St., New York 7 


e Barrel Steins and Mugs... Old- 
time 16-ounce beer steins or coffee 
mugs in a simulated, hand-rubbed 
fine wood finish. Glazed white in- 
teriors and gleaming copper-finished 
trim bands. Price is $1 each; gift 
boxes of four are available. 


Harry Krohk, 5743 N. Talman, Chi- 
cago 


@ Roulette Lighter Shades of 
the Riviera in a chrome lighter with 
a built-in, miniature roulette wheel 
that actually works. Lighter is 
15gx2%” over-all; has fully-auto- 
matic action; roulette wheel is op- 
erated by automatic spring snap de- 
vice. Price is $1.25. 


Slack Mfg. Co., 116 W. Illinois St., 
Chicago 10 


©@ Tuck ‘N’ Grip A package 
guaranteed to win the gratitude of 
lady travelers. The see-through 
package reveals a double elastic line 
that clips to hooks, doorknobs, etc., 
and gently holds stockings and other 


Tuck ‘N’ Grip Kit... 


necessities without the need of 
clothespins. A supply of pastel de- 
tergent capsules makes this hotel 
laundry kit complete. Price is ap- 
proximately $1. 


Curtis Advertising Specialty Co., 
Century Bldg., Pittsburgh 22 


@ Swizzle Stick Thermometers ... 
Party-starters, these drink stirrers 
contain actual thermometers im- 
printed with the word “Go” at the 
proper drinking temperature. Gift- 
boxed sets of four — each with 3 
lines of imprint on back of ther- 
mometer — are priced at $1.44 each 
in minimum 25-unit orders. 


John L. Chaney Instrument Co., 858 
Main St., Lake Geneva, Wis. 


Pocket-Pack Binoculars . 


@ Folding Binoculars Sharply 
designed, three-power binoculars 
that fold to a compact 21% x 4 x 34” 
pocket size. A center wheel adjust- 
ment enables sharp focusing. Made 
of break-resistant, two-tone plastic 
that enables a light, light 11-0oz. 
weight. Priced in the under $1 price 
range, binoculars are available with 
imprint. 


Post Way Products, 1133 Broadway, 
New York 10 


@ Pen and Corsage ... A holiday 
corsage of colorful Christmas orna- 
ments, packaged with a_ jeweled, 
perfumed pen. Sets come with 12 
different corsages packed in attrac- 
tive, hot-house type gift boxes. 
Mailing boxes are 10c extra. Price 
is $1 for all quantity orders. 


Alva Pen Co., 74 Fifth Av., New 
York 11 


ey Gifts The Family Will Enjoy 


® Game & Carving Set . a filet 
and boning set for fowl, ham, and 
other bone roasts plus a regular 
carving set. Gold plated rapier bol- 
sters; black handles. Complete set, 
gift packed in silk-line leatheret 
chest, retails for $8.95. 


Washington Forge, 230 Fifth Av., 
New York 


@ Designer’s Decanter Set... A de- 
lightful gift for the most discrimi- 
nating host. The Tinka set, gift- 
boxed in the Leerdam style, con- 
tains a glass decanter in clear or 


Tinka Set... 


steel blue and eight matching cor- 
dial glasses. Retails for $15. 


A. J. Van Dugteren & Sons Inc., 210 
Fifth Av., New York 


@ Holiday Platters . . . Magnificent 
serving platters colorfully decorated 
to do homage to the bird of the day. 
The 24” turkey platter retails for 
$27.50; a 20” size is available for $21. 
Also well-worth a Christmas men- 
tion are the other pieces in this line 
including individual 10” turkey 
plates for $42 a dozen; 6” plates for 
$24 a dozen and cups and saucers 
with matching border decor for $42 
per dozen. The same sizes are also 
available in wild pheasant and duck 
patterns. 


The Walter Hatches Inc., 225 5th 
Av., New York 


@ Sirloin Room Gift Steaks 

Tender beauties that are cut thick, 
packed six to a box. All steaks are 
the same as served in the Sirloin 
Room of the famous Stock Yard Inn, 
selected from loins that are USS. 
Government inspected, prime grade, 
properly aged and “blast frozen” for 
shipment anywhere in the U.S. Gift 
trimmings include the wrapping of 
each steak in polyethylene, placing 
it in a colorful aluminum-lined Sir- 
loin Room container and shipping it 
in dry ice. Gifts boxes with gift 
cards are priced at $25 for six 
Sirloin Room Specials (approx. 16 
ozs. each — bone in strip sirloins); 
and $24 for Six Filet Mignons (ap- 
prox. 10 ozs. each). _ 


Stock Yard Inn, Union Stock Yard 
& Transit Co., Chicago 


® Danecastle Teakwood . . . Genu- 
ine teakwood in distinctive designs 
to please the most discriminating. 
Gift ideas include fine carved figu- 
rines, bud vases with glass liners, 
table lamps, smokers’ accessories, 
and salt and pepper sets. Prices, per 
item, range from $1.50 to $24.50. 


Danecastie Ltd., 10 Harrison St., 
New York 13. 


® Cocktail Gift Kit 


A Silex 


electric blender in modern onyx and 
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silver color styling plus stainless 
steel custom strainer, bar spoon and 
double jigger are gift-packaged in 
a handsome set for distinctive gift- 
giving. Blender is 115-volt, 90-watt, 
60-cycle, AC only, UL approved. 
Retail price for complete kit, includ- 
ing the Silex “Blended Hospitality” 
recipe booklet, is $24.95. 


The Silex Co., 6333 W. 65th St., 
Chicago 38 


®@ Inland’s Triangle Carafe ... so- 
phisticated serving in a glass coffee 
carafe in a triangle shape and dec- 
orated with sparkling 22K gold har- 
lequin designs. Additional features 
of the server include Melamine han- 
dle and stopper, and a gold-finished 
triangular candle-warmer stand 
with two 8-hour candles. Gift pack- 
aged, eight-cup server retails at $5. 


Inland Glass, 825 26th St., la 
Grange Park, Ill. 


y% Personally Pleasing... 


@ The Wonder Watch ... the exclu- 
sive, built-in circular slide rule 
makes “The Chronomat” a gift ap- 
preciated by engineers, architects, 
sportsmen, etc. In addition to keep- 
ing track of the time for the wearer, 
it performs all the calculations of 
his work including multiplication, 
division, ratios, exchange, conver- 
sion, interest, percentages, etc. Ad- 
ditional features of the watch include 
an all-steel case, 17-jewel move- 
ment, 60-second and 45-minute reg- 
isters, and raised silver figures for 
easy reading. List price is $110. 


Wakmann Watch Co. Inc., 15 W. 
47th St., New York 36 


Versatile Craft Kit... 


e Artists’ Knife Kit ... An alumi- 
num cutting holder and ten separate 
knife blades for stencil cutting, 
frisket work, model-making, whit- 
tling, clippings and layouts. Jewel- 
type plastic kit box has a see- 
through top. Price is $3. 


Griffin Mfg. Co., 191 Lyndhurst St., 
Rochester 5, N.Y. 


@ Stantex Portable Radio ...A 
“strictly personal” battery-operated 
unit with an earphone speaker for 
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private listening in airplanes, trains, 
etc. Plastic case is available in ivory, 
gray, light green and tan. A unit 
price of $9 includes batteries and 
carrying case in minimum orders of 
25. 


Stantex Mfg. Co., 453 W. 43rd St., 
Chicago 9 


@ Linden Travel Alarms ... De- 
pendable travel companions in 
smartly designed leather travel 
cases of pigskin, red, blue, tan mo- 
rocco, and brown or gold crocodile- 
grain. Units have luminous dials, 
second hands and rugged 30-hour 
movements. Prices for men’s styles 
are $6.50 to $6.75; ladies’ styles, 
$9.95. Quantity prices are available. 


Cuckoo Clock Mfg. Co., 40 W, 25th 
St., New York 10 


Magic Fire Chief... . 


@ Safety-Rest Ash Trays... Gold- 
trimmed, colorful ceramic ash trays 
with an automatic safety mechanism 
to keep forgotten cigarets from 
dropping off. Secret of this “Magic 
Fire Chief” tray is a sensitive spring 
which is activated by the heat of the 
burning cigaret when it burns down 
to a short length. Price is $2.25 for 
tray with one safety rest; $3 for a 
larger unit with two safety rests. 


F. R. Dowell Co., 7806 East End Av., 
Chicago 49 


© Trans-World Gifts ... “For mén 
only,’ a gift service that sends the 
people you want remembered peri- 
odic gifts all year round from all 
over the world. Typical selections 
are watches from Switzerland, 
hand-decorated cocktail sets from 
Italy, cashmere scarves from India, 
cocktail muddlers from Siam. Each 
item selected by Trans-World Shop- 
pers is considered a fine example of 
foreign craftsmanship. Gift sub- 
scription prices range from $23 for 
6 months to $35 for 12 months, with 
a special binocular set offered as a 
bonus for full year subscriptions. 
Large quantity prices are available. 
Gifts may be mailed direct. 


Trans-World Shoppers, 510 Madi- 
son Av., New York 22 


© Travel Chess and Game Sets... 
Fine companions for otherwise dull 
“en route” hours. The chess set has 


Traveling Game Set... . 


finely-detailed plastic chess pieces 
with pegs that fit into the removable 
plastic playing board, and the hand- 
some jeweler-type case is covered 
with brown simulated morocco 
leather embossed in gold and lined 
with beige suedene. Price is $3. The 
chip, card and dice set consists of 
100 unbreakable plastic chips, 7%” in 
size; a pack of gilt-edge playing 
cards; 5 poker dice, and 2 regular 
dice. Case is of top-grade saddle- 
stitched cowhide with snap-flap 
fasteners. Price is $6. 

E. S. Lowe Co. Inc., 200 Fifth Av., 

New York 10 
© The Confidential Cover ... At- 
tractively hand-bound with padded 
“Leatherlex,” this 942 x 12” cover 
enhances the desk while concealing 
private papers from probing eyes. A 
gold-decorated design on the pad- 
ded center-handle sets off the colors 
of brown, green, maroon, ivory or 
gray. Special paper storage is pro- 
vided, with a private pocket on the 
reverse side. Price is $2.10 per item 
for minimum orders of 25. Imprint- 
ing is available on private pocket; 
personalized name or initial can be 
ordered on lifting knob instead of 
standard design. 

Redi-Record Products Co., 51 W. 

21st St., New York 
e Auto-Memo Flip ... A handsome 
leather-look box with a side-lever 
for snap-out memo sheets topped by 
two ballpoint pens in swivel stands. 
When box is opened it reveals 
handy storage compartments for 
clips and rubber bands. Price, in- 
cluding 2 ballpoint pens, gift box 
and up to 4 lines of imprint under 
cover on the left side, is $6.90 per 
unit for minimum orders of 12. Per- 
sonalized imprint on top of cover is 
available for 25c extra per unit. 


Regal & Wade Mfg. Inc., Maspeth 
78, N.Y. 


a Wishbooks, Unlimited... 


® Glasbake Giftware Milk- 
white oven-to-table ware that com- 
bine the commonsense of practical- 





FINCHLEY IN ISTANBUL 


“Dear Boss: There’s definite manpower shortage here...” 


® ApracaDaBRa! From humdrum to harem. All because 
Finchley passed the word to the boss on how Consolidated 
Enamels cut printing costs without cutting quality. 

The fact is Consolidated Enamels often save you as much as 
20°% compared to other enamel papers of equal quality. 
These savings are possible because Consolidated pioneered 
a modern papermaking method that eliminates several costly 


manufacturing steps, yet maintains finest quality. orescokedetece 
Put A Fincutey! Ask your Consolidated Paper Merchant 
for free trial sheets. Let your printer make a comparison 


test. Then slip the boss the results along with a schedule of ENAMEL PRINTING PAPERS 
flying carpets for Istanbul. Who knows! grees ew eae Sree ee ee ee ene 


CONSOLIDATED WATER POWER AND PAPER COMPANY 


. . BALES OFFICES: 135 SOUTH LA SALLE ST. e CHICAGO 3G, ILL 
Available only through your Consolidated Paper Merchant 


November 1958 > ap e 99 





Glasbake Giftware . . 


ity with the luxury of fine designs 
and delicate decorations. Items in 
the line include carafes, casseroles, 
pie, cake and sea-food service gift 
kits. Most prices are in the $5 and 
under bracket. 


Thatcher Glass Mfg. Co., McKee 
Div., Jeannette, Pa. 


@ Harry ’n David's Holiday Treats 

. Famous for fine fruits and fancy 
foods, this imaginative team has put 
out a catalog so colorful your taste 
buds work at full steam as you leaf 
through the wonderful gift possibil- 
ities in this line. In addition to the 
tempting fruits, nuts and candy col- 
lections that come nestled in grace- 
fully designed, handwoven baskets, 
this versatile line includes Christ- 
mas breakfast cinnamon cakes, 
Christmas Pear Candles, a Lollypop 
tree, Rose Petal Jars, a Christmas 
basket of bulbs and an English Ivy 
Hanging basket for gardening en- 
thusiasts, and a 21” Christmas Gift 
Tree decorated with foil-wrapped, 
bow-bedecked boxes of fine candies, 
sugar plums and sweetmeats. Gift 
prices in the catalog range from 
$3.95 to $19.95. Fruit-of-the-Month 
Club gift subscriptions are also 
available from this house at costs of 
from $11.95 to $65.95. 


Harry and David Bear Creek Or- 
chards, Medford, Ore. 


© Scandinavian Giftwares ...A 
distinctive line of imports for graci- 
ous gift-giving. Items in this line in- 
clude a variety of candelabras, can- 
dles, crystal, brass items, knives, 
and Christmas decorations. Items 
listed in the catalog range in price 
from approximately $1 to $35. 


Larson Brothers, Box 511, Ossining, 
N.Y. 


® Custom-Designed Business Trays 
.. . Graceful steel trays available in 
decorations portraying your com- 
pany image, trademark, or history. 
Prices range from $1.60 to $5.50 for 
minimum orders. A musical tray, 
available in a stock design, is listed 
at $10. Other items in the catalog in- 
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clude a metal coaster set on a brass 
stand for $2.70, and 8” gold and 
glass ashtray for $3, and a “Heap- 
O-Gold” paperweight for $2.20. 


Nashco Mfg. Co., 725 Broadway, 
New York 3 


@ Gift Cheese Packs . . . Gay holi- 
day boxes of fine domestic and im- 
ported cheeses packed with or with- 
out other party foods in a variety of 
tempting assortments. The good- 
eating holiday packs range in price 
from approximately $3 to $20 with 
many of them featuring reusable 
containers. 


The Wisconsin Cheeseman, P.O. Box 
1, Madison, Wis. 


Quality China... 


© Lenox Giftware ... A distinctive 
catalog from this quality house il- 
lustrates a range of gifts in fine 
china. All designed by Lenox on the 
basis of originality and usefulness 
for the recipient, gift items include 
cheese trays, ashtrays, cigaret light- 
er, coasters, plus peppermill and salt 
sets. Details on price schedules, gift 
boxing and cards, and shipping re- 
quirements are included in the cata- 
log. Prices run from approximately 
$10 to $20 per item. 


Lenox iInc., Prince & Mead, Tren- 
ton, N.J. 


© Stangl’s Antique Gold . . . Fine- 
line styling and a subtle blend of 
green and 22K gold combine to give 
each piece of this giftware an ap- 
pearance of rich antiquity. Both the 
design and color of this line makes 
it a complimentary complement to 
both modern and period furniture. 
Items currently available include 
bowls, chop plates, vases, candy 
shells, pitchers, trays, and candle 
holders. Prices, per item, range from 
$3 to $30. Newest addition for exec- 
utive gift-giving are the golf-ball 
ash trays especially designed for 
golfing enthusiasts. Prices for these 
items range from $8.50 to $16. 


Stangl Pottery, P.O. Box 2080, 
Trenton 7, N.J. 


® Porcelain Gifts ... Distinctive de- 
signs in a line of fine porcelain 
smoking, coaster and bridge sets 
that are beautifully decorated with 


colorful decals fired on for a per- 
manent bond. Prices, per set for 
minimum orders of 12, range from 
$4.50 to $7.50. Individual items of 
trays, mugs, and large ash trays 
range in price from $2 to $6.50 per 
item for minimum orders. 


Hyalyn Porcelain iInc., P.O. 460, 
Hickory, N.C. 


© Glassware, Unlimited ... A wide 
variety of crystal glassware ranging 
from apothecary jars to water tum- 
blers are illustrated and priced in 
this large catalog. Minute gradations 
of size as well as detail of design 
clearly shown and specific details 
include height and capacity. Glass- 
ware prices are approximately $3 to 
$10 per dozen. For a gift on the 
humorous side, this company has a 
selection of champagne, beer, and 
brandy glasses offering a capacity of 
from 54 to 160 ounces and the chal- 
lenge, “I Bet You Can't” in red 
fired-print on the outside. 


West Virginia Glass Specialty Co., 
Weston, W. Va. 


© Colton-Lewis Catalog ... A vari- 
ety collection of fine leather items 
including travel cases, map cases, 
personal and desk accessories. Prices 
range from $1 to $30. 


Colton-Lewis iInc., 80 Summer St., 
Boston 10 
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it Offbeat Treasure... 


© Hip-Nip — The Unbreakable .. . 
A pocket flask with a personality. A 
3-D sculptured head doubles as a 
cap while the flask itself is domi- 
nated by a zoot-suit figure in red 
and black sporting an actual red 
satin bow tie. Not for tipplers only, 
“Hip-Nip” can be used for a variety 
of other ingredients, most of which 
are listed on the back. Users need 
have no fears about sitting or falling 
down since the 7” flask is made of 
unbreakable polyethylene plastic. 
Retail price of $1.98 includes hu- 
morous, 2-piece gift box. Imprinting 
is available with orders of 25 or 
more. 


Post-Way Products, 1133 Broadway, 
New York 10 


“Hip-Nip’’ — Himself .. . 





® Bright Red Nightshirts ... A gag- 
gift for the office dolls in a night- 
shirt-nighty of bright red combed 
cotton enlivened by your company 
name over a colorful design. Spe- 
cially cut for fullness and length 
sizes run small, medium and large. 
Price is $15.60 for minimum order of 
1 dozen. 


Champion Knitwear Co., 115 Col- 
lege Av., Rochester 7, N.Y. 


Oriental Tableware .. . 


@ Automatic Chopsticks ... If he 
has everything else, you can take 
the toil out of his chop-suey- 
chomping with spring-designed, 
automatic chopsticks. Inlaid with a 
random pattern of Mother-of-Pearl 
on either a red or black background, 
the tapering chopsticks are hand- 
somely joined to conceal the small 
spring that does the trick. Other — 
but more prosaic — uses of the item 
are as novel sugar tongs, neat tea- 
bag disposers and its place in the 
American scene for no-finger re- 
movals of Martini olives. The retail 
price of $5 per item includes per- 
sonalized engraving on the attached 
nameplate, gift box and all federal 
taxes. Quantity prices are available. 


Zinn Originals, 174 Fifth Av., New 
York 10 


® Toujours Manure ... A gold-foil 
fashion pack of incomparable cow 
manure produced by happy herds in 
the full spirit of togetherness. Na- 
ture’s own remedy for tired plant 
blood, “Toujours Manure” is instant 
fertilizer with vitamin-packed, well- 
bred fertilizer buds loaded with 
chlorophyll derivatives for twice the 
power of higher-priced spreads, 
claims the enthusiastic marketer. 
The two-pound gift pack (de- 
hydrated from 4 pounds) is priced 
at $1:50. 


Sunny Pastures, Strawberry Hill, 
Norwalk, Conn. 


® Genuine African Springboks .. . 
A real skin-rug for use as a hearth- 
warmer, or bedside footsie-com- 
forter. The warm cinnamon-brown 
upper surface of the body is set off 
by a striking dark brown band along 
the pure white flanks. Handsomely 
gift-packed for holiday giving in a 
brilliant bronze, alligator-textured 
box, each rug is accompanied by a 
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BRAND IMAGE .... it’s all about 


the slogans and symbols used in advertising... 
it’s destined to be the No. 1 parlor game of 1959! 


At last! A fun-packed, fascinating adult parlor game about 
advertising. “Brand Image” is a real parlor game that 
delivers real parlor fun... and laughs. 


Created by an ad man, “Brand Image” is a team-against- 
team game for 2 to 22 persons that challenges your ability 

to identify the slogans and symbols used by advertisers in 
ads and radio and TV commercials. 

Anyone... everyone enjoys playing “Brand Image”. And if 
you’re in advertising, you’ll like it that much more. «$SR 
Not yet in stores. “Brand Image” — The Game of 

Advertising — is presently available only through 

this ad. Only $3.00 ppd. 


Order today! Be the first to own this exclusive 
new advertising game. We guarantee you'll love it. 
Or your money back. Act now. 


Send cash, check or M.O. for $3.00 to: Lilco, Inc., 
Dept. 1-R, 60 E. 42 St., N. Y.17, N. Y. 


We pay postage. 

N.Y.C. orders add 

38% tax. 

Orders west of Chicayo $3.35. 


toe Th ome etre 


producers of “Brand Image” 


Fs 10NO. 
Bolster | Convention 400% | 


Your 
Sales 
Promotions 


like This > 


You'll want to see this 
letter...it has a BALLOON [7 
in it for your youngster | 


All You Need to Know | The PIONEER Rubber Company 
About Balloons ...in the 


PIONEER | 
Advertising Balloon 
Fact Pack 
l 
| 
| 
| 


Advertising Balloon Division 
410 Tiffin Road, Willard, Ohio 
Please send me your FREE ‘’Advertising 


Balloon Fact Pack.’’ | just want to toss 
it up to see if it bounces. 


Ideas © Sample Balloons 
Price List 
Imprint Work Sheet 


Address 


ee State 
Get it for your files now! Requested by 


Or phone Betty Wolfe at Willard 3-2211 to order. 
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folder describing the terrifying and 
tragic saga of the Springbok. The 
Springbok measures approximately 
48x30”, retails at $22.50. 


Usher of Usher Co., 505 Fifth Av., 
New York 17 


Correction, Please... 
In the October issue (see p. 119) 
we quoted a price of 50c for a desk 
calendar from Takahashi, San Fran- 
cisco. Sorry, but the price is $1. 


Larger quantity prices are available. 


Advertising Specialty 
Promotes Massachusetts 


Part of the biggest promotion of 
Massachusetts as a vacation/travel 
industrial area is a desk calendar 
produced by Winthrop Atkins Co., 
Middleboro. 

The piece, which is 534x514”, con- 
tains a section for phone listings un- 
der the calendar pad. Above is an 
area which carries the _ slogan 
“Massachusetts Means Progress.” 

The state’s Department of Com- 
merce included the calendar in 4,000 
kits it sent to legislators, mayors, 
chamber of commerce officials, and 
other influential people. Winthrop- 
Atkins contributed the specialty as 
its share in the promotion campaign 
of its home state. 44 


Beautiful practical gift for the busy man 


Worth Remembering . . 


Premium Show Brings 
Stimulating Speeches 


By Ted Sanchagrin 
AR Eastern Editor 


The recent Premium Advertising 
Assn. of America conference in New 
York produced some notable quotes 
from both a consumer advertising 
agency president and a premium 
department manager representing a 
cigaret company which has offered 
coupons for most of its 30 years. 

What they had to say about prem- 
iums is well worth considering and 
evaluating. 


> The ad agency president is Brown 
Bolte of Sullivan, Stauffer, Colwell 
& Bayles. The premium department 
manager is J. Harvey Jeffries of 
Brown & Williamson Tobacco Corp. 
He is also market analyst there. 
Mr. Bolte says, “As an executive 
whose company and clients have a 
great stake in the development and 


Postpaid (No C.0.D.) 


COMPLETE ENSEMBLE! 
CALENDAR & BEAUTIFUL 
SHEAFFER PEN (see photo) 

$7.95 EACH 

Name embossed in gold 


or woman! No fumbling—each large 144% x 5% page 


of this handsome desk calendar shows the full month— 
with ample space for daily reminders. Cover is smooth, 
rich, two-tone walnut brown simulated leather, padded 
and deeply embossed with an impressive golden coat 


IDEAL XMAS GIFTS 


[Quant | wih Pen [wihoot en 
Pio [srs | at 
P| 70 |_| 


of arms. Adds an air of distinction to home or office desk. | 50 | 650 | 4 


YEARLY REFILLS AVAILABLE. 
HOWARD COMPANY - 
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2006 N. Perry St. + 


POSTPAID (No C.0.D.) 
Send Check or M.0. 


Peoria, Illinois 


creation of successful premium pro- 
motions, I believe the premium in- 
dustry has not yet matured to the 
degree that other major advertising 
media have.” 

He prefaced his remarks with a 
reminder that the premium indus- 
try is a $2 billion business, “more 
important as a sales tool, in terms 
of money invested, than any other 
major advertising medium except 
newspapers.” 

Large users of premiums have de- 
veloped methods of _ evaluating 
premium effectiveness before using 
them in national promotion. But 
thousands of users of premiums do 
not have any means of pre-testing. 

“Your own research, the research 
of this organization, indicates,’ he 
says, “in the vast majority of cases 
premiums are selected upon person- 
al preference rather than upon 
factual evidence of effectiveness.” 

Mr. Bolte contends that this state 
of affairs has hindered the sale of 
more premiums to manufacturers 
who presently use them. 

“It has kept out of the premium 
market many manufacturers who 
could and would spend substantial 
sums for consumer premiums if 
they had any standards of measure- 
ment on which to estimate the 
probability of a successful promo- 
tion,” he says. 


> He proposes “a relatively simple” 
three-point foundation for a pro- 
gram upon which the premium in- 
dustry could grow: 


1. An Educational Program... 
to instruct key personnel in the pre- 
mium manufacturing field in the 
broad over-all field of marketing. 
This program should be aimed at 
helping them think in terms of top 
level marketing problems and the 
role that premiums play in the 
broad marketing spectrum. Today 
far too many premium manufactur- 
ers are offering their products on 
the basis of lower cost-per-unit 
rather than on the basis of the role 
those products can play in the cli- 
ent’s marketing program as premi- 
ums. 


2. An Industry Study. . to estab- 
lish and validate methods by which 





manufacturers can pre-test consum- 
er premium effectiveness. Such a 
study would have immeasurable 
benefits both to manufacturers and 
buyers of premiums. Pre-testing at 
the model stage or pilot run stage 
by manufacturers would save un- 
told losses in both production time 
and money now spent on the manu- 
facturing of premiums of low appeal. 
Pre-testing in these stages would 
give manufacturers data on consum- 
er appeal that would enhance the 
value of the premium in the opinion 
of potential users. It could and 
probably would result in sales to 
manufacturers not currently in the 
premium market and in sales of 
larger quantities to present premi- 
um buyers. 


3. A Premium Testing Labora- 
tory . . would follow after the 
study and the development of tech- 
niques for pre-testing premiums. 
While this laboratory would pri- 
marily be of service to manufactur- 
ers, it should also be available to 
other members of the Premium Ad- 
vertising Assn. of America. It should 
accept assignments on a confidential 
basis, of course. 


> Mr. Jeffries, after tracing the his- 
tory of Raleigh cigarets and _ its 
coupon in the pack premium plan, 
says he is often asked if the future 
is bright for a continuing coupon 
plan in promoting a product. 

All his market research on the 
cigaret (“and it: has been quite con- 
siderable”) points up two outstand- 
ing features of a continuing coupon 
plan when applied to cigarets. These 
are: 


1. Its ability to hold the customer. 


2. More than ordinary effort is 
needed to gain new customers. 


He explains, “Early in the game 
we found that the adoption of a 
premium plan alone is not enough. 
You must make that plan known 
and wanted.” 

Because of the trading stamp 
boom in Raleigh is expecting better 
acceptance of couponing in its so- 
licitations of new customers—not 
that it didn’t have this before. Pros- 
pects today accept the general idea 
of a premium promotion more 
readily than they did less than a 
decade ago. 

Mr. Jeffries explains it this way: 


“The biggest single problem fac- 
ing the manufacturer who uses a 
continuing coupon premium plan is 
to find and reach economically those 
people who have no ‘prejudice’ 
against premiums. Many people re- 
sent a coupon as an attempt to 


PROMINENT USERS OF STRATHMORE LETTERHEAD PAPERS: NO. 137 OF A SERIES 


HAVILAND & CO. 
INCOR PORATED 


4239 FIFTH AVENU KB 
NEW YORK 17, NEW YORK 





THE 
PATTERN 


OF 
QUALITY 


A letterhead reflects a company’s character just as surely as 
its products do. It establishes, inescapably, a firm’s pattern of 
quality, indicates the standards it sets for itself. When those 
standards are high, the letterhead paper selected is very likely to 
be Strathmore. Haviland’s handsome stationery is a most distin- 
guished case in point. Strathmore Letterhead Papers offer excel- 
lence that is recognized at a glance, the kind of superior character 
reference your company deserves. 


Haviland & Company was founded in France by an Amer- 
ican, David Haviland, who went to Limoges in 1842 to manufacture 
china of the superlative quality which he felt the American mar- 
ket wanted. It did, and still does. Today Haviland China, made in 
factories both in France and the United States, is prized in homes 
throughout the world. 


LG 
TRATHMORE 


MAKERS. OF FINE PAPERS 
STRATHMORE PAPER COMPANY, WEST SPRINGFIELD. MASSACHUSETTS 


BETTER 


BETTER PAPERS ARE MADE WITH COTTON FIBER 


ao * November 1958 «+ 103 





‘bribe’ them. Being at a loss to un- 
derstand why a company would be 
so nice as to give them something 
free, they react by thinking that 
this is another scheme to sell an 
inferior product and fool the pub- 
lic. The average adult has learned 
through teaching and experience not 
to expect something for nothing. 
When he is offered a premium, he 
is inclined to be suspicious of the 
intentions of the manufacturer.” 
But this attitude differs depend- 
ing on whether the person has ever 
saved coupons. In 1948 only 30° of 
the adult population in the U. S. 
had ever saved coupons. But pres- 
ently 60° of oll U. S. families save 
trading stamps. The trading stamp 
atmosphere is good for Raleighs— 
plain or filter. 44 


At Fall ASNA Show ... 


New Specialty 
items Introduced 


Twice a year, the manufacturers 
of specialty advertising items take 
over the sample rooms of Chicago 
hotels, to show what new wrinkles 
have been introduced. Here are 
some of the more interesting items 
noticed on a tour of inspection by 
AR editors. All are available through 
most advertising specialty distribu- 
tors. 


e Dialing pencil . . . A convenient 
mechanical pencil has a ball-shaped 
cap which holds the pencil in the 
hole of a telephone dial, and permits 
easy dialing. Individually boxed, 
with a four-line imprint, the pencils 
cost 30c and under, depending on 
quantity. 

Columbia Pen & Pencil 

Co. 

1645 Jericho Turnpike 

New Hyde Park, N.Y. 
@ Inflatable pillow ... A packaged 
pillow that starts with a plastic en- 
velope 8x4x1” and blows up to a 
comfortable cushion 15x16”. When 


)))) 
i 


\ 


} 
4 


Dy 


So | said, ‘‘Let’s resign the account. 
Nobody’s going to buy a hoop to 
play with.” 
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Use The Yellow Pages . . 


. Lasting reminder of ‘’Yellow-Page’’ promotion is seen in 


this yellow ceramic replica used by the New York Telephone Co. in an advertising pro- 
motion. Created by Contemporary Ceramics, Chatham, N.J., the 3-D ceramic items 
can be made as ash trays, mugs, paperweights, etc., in any product design. 


deflated, it folds down into its per- 
manently attached case which can- 
not be lost. With three or four lines 
imprinted on the case of gray faille 
plastic, prices go down from $1.20. 

Peerless Plastics 

400 E. 111th St. 

New York 29 
e Super-snow-scraper ... An ex- 
tra-heavy scraper of high impact 
styrene has a 7” squeegee and brush 
on one end made of semi-rigid plas- 
tic. It fits the contour of the new 
curved windshields, and all snow 
and ice can be easily shaken off 
before putting the brush away in 
your glove compartment. An over- 
size scraper blade makes quick 
work of cleaning a window. With 
3-line imprint, cost runs from 65c 
to 44c. 

Ilini Inc. 

3256 Halsted St. 

Chicago 13 
@ Desk pencil holder . A brass 
plated coil spring mounted on a 
walnut finished wood base holds 
pencils in convenient readiness on 
an executive’s desk. Imprint, three 
lines in a %x2” area, goes on the 
front face of the base. Cost ranges 
from 66 to 46c. 

Fabriko Inc. 

Green Lake, Wis. 
e Window portfolios Popular 
portfolios of vinyl plastic can now 
be obtained with a clear window in 
which a standard business card is 
placed for the ultimate in personal- 
ization. The card is slipped in from 
the inside and is completely pro- 


tected from weather and wear. It is 
available in three sizes — 11x51”, 
154x104”, 1642x1134” — and in 12 
finishes. Prices run from 60c to 
$2.26, depending on size, finish and 
quantity ordered. 

Adorn Plastic Specialists 


917 S. Western Av. 
Chicago 12 


e Rapier desk pen... A ball-point 
pen in an unusual shape can be 
used as a letter opener and a 4” 
ruler. Up to seven lines of copy can 
be imprinted on the barrel. The 
price varies from 20c to 29c, plus 
dc, if desired, for a coil clip holder. 
Duro-Words Inc. 


569 Broadway 
New York 12 


© Different desk thermometer 

An easy reading dial which carries 
appropriate full-color pictures is 
available in a black, gold or silver 
case, with either of two sets of pic- 
tures: sportsmen or weather girls. 
Prices, depending on quantity, from 
$1.60 to $1 each. 


Federal Tool Corp. 
3600 W. Pratt Bivd. 
Chicago 45 


@ Changeable message ... A ball- 
point pen that carries a 4-line im- 
print, plus another four lines which 
are revealed, one at a time, through 
a window in the case. Each time 
the cartridge is clicked into position 
for writing, the revealed line charg- 
es. Prices run from $2.07 to $1.15. 


The Parker Pen Co. 
Janesville, Wis. 





e- 
Hi THE NORTHWEST PAPER COMPANY, Cloquet, Minnesota 


Mills at Cloquet and Brainerd, Minnesota 


northwest pedigreed papers 


always make good printing better 


“i = “ie tin " ? 
Seoecteain | | les, an 
i , 





THE NORTHWEST PAPER COMPANY, Cloquet, Minnesota 


SALES OFFICES 


Chicago 6, 20 North Wacker Drive 
Minneapolis 2, Foshay Tower 

Saint Louis 3, Shell Building 

New York 17, 420 Lexington Avenue 


PRINTING PAPERS 


Northwest Ultrawhite Opaque 
Northwest Velopaque Text 
Northwest Velopaque Cover 
Mountie Text 

Mountie Offset 

North Star Film-Coated Offset 
Northwest Bond 

Northwest Ledger 

Northwest Mimeo Bond 
Northwest Duplicator 
Northwest Index Bristol 
Northwest Post Card 

Mountie E. F. Book 

Mountie Eggshell Book 
Carlton Bond 

Carlton Mimeograph 

Carlton Ledger 

Carlton Duplicator 

North Star Writing 
Non-Fading Poster 


Map Bond 


ENVELOPE PAPERS 


Mountie 
Northwest 
Nortex White 
Nortex Buff 
Nortex Gray 
Nortex Ivory 
Carlton 


CONVERTING PAPERS 


Papeteries 
Drawing 

Adding Machine 
Register 

Lining 
Gumming 

Raw Stock 

Cup Paper 
Tablet 





Designer’s Model 
The original concept 
did not specify 
materials, but 
Unistrut filled 

the bill. 


How to Amortize your 


Exhibit Expense 


When you can use the basic 
structure of a big exhibit for a 
second or a third year, and still 
achieve variety, you'll find, as 
did Ford Motor Co. of Canada, 
that your exhibit dollar will go 
farther. 


Admen of Ford Motor Co. of Can- 
ada Ltd. watched the company’s 
new trade show exhibit go up and 
were pleased the company had de- 
cided to use the new construction 
material. The exhibit had a new 
look and it looked good. But, after 
the show, when the exhibit was be- 
ing dismantled, Ford staffers were 
even more delighted. They discov- 
ered, to their amazement, that the 
material could be used again the 
following year. 

This was Ford’s introduction, back 
in 1956, to Unistrut, a versatile metal 
framing system which can best be 
described as a “giant Erector set.” 
Ford discovered the material when 
the company was preparing to ex- 
hibit at the 1956 Canadian National 
Exhibition in Toronto. 


> Ford had asked its designer, De- 
sign Craft Ltd., to dream up a real- Two Versions . . For successive years the same structural 
ly different display. The studio came elements were put together in two entirely different 
through and Ford liked the sugges- ways, giving two different impressions 


In addition, be- 
tion. There was only one hitch. The 


tween-show storage problems are reduced to a minimum 
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COTTON FIBER BONDS ¢ LEDGERS * MACHINE POSTING LEDGERS 
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QUALITY THAT STANDS OUT 
At A Cost You Hardly Notice 
WESTON Cotton Fiber BOND 


A distinctive letterhead is an asset in any business. 
In Weston Bonp, you get conspicuous quality at a price 
that adds little or nothing to your correspondence costs. 

Made better with cotton fiber, Wrston Bonp has extra 
character and impressiveness, beauty of finish, sparkling 
brightness and rugged durability. Your printer has it in 
white, colors, white opaque, litho finish and envelopes 
to match. Ask him to use it on your next letterhead ... 
or write for a sample book and make your own com- 
parison. Address dept. (AR). 


BYRON WESTON COMPANY 


Makers of Papers for Business Records Since 1863 
DALTON, MASSACHUSETTS 


WESTON BOND 


Cotton Fiber Quality Letterhead Paper 
* INDEX BRISTOLS 
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thing looked impossible to build. The 
design called for a three-story rec- 
tilinear structure, the bottom story 
of which was a complete automobile 
showroom. Upper levels would con- 
ceal unusual lighting arrangements. 
Design Craft went a step further 
and constructed a miniature using 
balsa wood sticks. Ford signs were 
placed in the framework and desig- 
nations for lighting effects through- 
out the structure were indicated. 
Ford still liked it. But neither Ford 
nor Design Craft knew at this point 
how they were going to build it. 


>» After several materials had be.1 
considered, Unistrut was selected 
because of its slender construction 
and because it presented an easy 
method for concealing the desired 
lighting system. Northern Electric 
Co., Canadian distributor for Uni- 
strut, supplied the materials and the 
exhibit went up. Since the material 
is relatively light in weight, the en- 
tire exhibit was suspended from the 
roof rather than from the floor. 

Unistrut is a construction system 
employing metal bars, — special 
spring-held clamping nuts and fram- 
ing fittings for attachments. Each 
bar has a continuous slot running 
the length of one side. The special 
nut has serrated grooves which 
“bite” into the inturned edges of the 
bar slot and supply clamping action. 
More than 1,400 different fittings 
are available for a wide variety of 
applications. 

The products are manufactured 
by Unistrut Corp., Wayne, Mich. 
Unistrut Products Co., Chicago, is 
the exclusive distributor both in the 
United States and abroad. 


» When Ford discovered the versa- 
tility of the metal framing at the 
close of the exhibit, they decided to 
store the materials and use them 
again the next year. At the 1957 
Canadian National Exhibit, an en- 
tirely different structure was made 
from the same materials. At this 
year’s exhibit Ford used them for 
the third time to construct still an- 
other display. 

Ford is not the only exhibitor to 
have discovered the versatility, re- 
usability and cost-saving virtues of 
the product. The virtues of Uni- 
strut displays can be summed up by 
one visitor’s comments concerning 
another manufacturer’s display at a 
recent convention in Chicago. 

“That’s by far the best exhibit 
you've had yet,” he said. “It’s much 
better than last year’s and far su- 
perior to the one you had the year 
before that.” 

“But it’s the same one!” replied 
the exhibitor. “We just put it to- 
gether a new way.” 44 





In the Factory 


. A group of suppliers found a plant visit 


od 


WHY JOHNSON 
3 RAN AN OPEN 
HOUSE FOR 
SUPPLIERS 


helped them understand company problems better. 


A national advertiser found it 
valuable to invite its graphic 


arts suppliers for an all-day vis- 
it. 


By W. R. Gerler 

Public Relations Manager 
S. C. Johnson & Son Inc. 
Racine, Wis. 


S. C. Johnson & Son Inc., manu- 
facturer of wax polishes and other 
chemical specialty products for the 
home, industry, commercial main- 
tenance and agriculture, has always 
felt that the better its graphic arts 
suppliers know the company the 
more effective will be their work- 
ing relationship. 

On this premise the company in- 
vited its regular suppliers in the 
graphic arts and related fields to the 
company’s headquarters in Racine, 
Wis., for an all-day indoctrination 
program. 


> Almost 50 of them, jointly re- 
sponsible for producing more than 
a million dollars in advertising ma- 
terial for the Johnson company, ac- 
cepted the invitation to the open 
house. 

Some were new suppliers. Others 
have been serving the company 
for as long as anyone can remem- 
ber. Despite the difference in years 
of association with Johnson’s, they 
all carried away with them a fresh 
viewpoint of the company, an in- 
sight into the company’s future 
plans, and specific new information 
on the company’s point-of-purchase 
needs. 

In the group were printers, en- 
gravers, merchandising display 
counselors and display manufac- 
turers, artists, and representatives 


of photo and film studios and ad- 
vertising specialty firms. 

“The program accomplished what 
we intended it to,” commented A. 
Roy Menzies, assistant product 
manager, who planned the event. 
“Our suppliers found the program 
educational and entertaining and 
felt that it will result in providing 
us with even better service in the 
future. One film producer thought 
the program so worth while that he 
has already recommended a sup- 
pliers’ open house to two of his 
clients.” 


> The program was diversified so 
that it held the attention of the 
group from mid-morning until late 
in the afternoon. It was kept in- 
formal and interesting with talks, 
movies, tours, and displays. 

For the occasion, Johnson pro- 
vided selected key personnel to 
sell the company story and to make 
sure that the goal of the open house 
was met. All participants 
Johnson people. 

“We thought planning most im- 
portant,” reported Mr. Menzies. 
“The suppliers came from four 
states at their own expense, and we 
wanted to make every minute 
worth while to them.” 

Specifically, the open house pro- 
gram was arranged in six parts 
plus lunch in the company’s cafe- 
teria attended by the various speak- 
ers and other advertising and pub- 
lic relations people. The program 
included: 


were 


1. The Company Story .. Fol- 
lowing a welcome from the market- 
ing vice president, the public rela- 
tions vice-president discussed the 
Johnson company: its history, prod- 


ucts, employe relations, the John- 
son Foundation, international op- 
erations, advertising and promotion 
history and company philosophy. 


2. Tour . . The suppliers were 
taken on tours guided in small 
groups which included the factory 
and administration and _ research 
center. They were taken into areas 
which are not usually seen by the 
average visitor. 


3. Product Information .. To 
better understand the many John- 
son consumer products, the con- 
sumer education director discussed 
them in detail and explained how 
they are used in the home. Informa- 
tion kits were distributed to all 
suppliers. 


4. Advertising . . The advertis- 
ing and merchandising director dis- 
cussed Johnson’s advertising pro- 
gram and showed films of current 
Johnson commercials which are be- 
ing run weekly on the company’s 
two shows, “The Steve Allen Show,” 
and “The Red Skelton Show.” 


5. New Product Development. . 
Details of Johnson’s new diversi- 
fication program and some of the 
work which is being done in the 
field of new product research and 
development were described by the 
new products program manager. 


6. Point-Of-Purchase Survey . . 
A. R. Menzies revealed the results 
of a new point-of-purchase survey 
the company conducted among al- 
most 25,000 dealers throughout the 
United States. The survey was par- 
ticularly important to this group as 
it will serve as a guide for the com- 
pany in developing future point-of- 
purchase material. q4 
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Displayers Offers Leaflet 
On ‘Scientific’ Exhibits 


A line of quality exhibits, de- 
signed especially for the medical 
profession, are displayed in a de- 
scriptive leaflet from Displayers Inc. 

Called the “Scientifics,” this line 
of medical exhibits is designed and 
constructed carefully with a six- 
point checklist in mind that in- 
cludes: 

e directness 

accuracy 

completeness 

interest 

quality 

foolproof 

Four specific layouts for the sci- 
entific medical exhibits are illus- 
trated in the Displayers folder. 

. . for more details circle 1109, page 135 


Portable Auditorium 
Introduced by Wilding 


A giant portable auditorium 
which can be set up to seat 1,000 
people has been introduced by 
Wilding Picture Productions Inc. 

Constructed of aluminum ribs, 
hinged to the foundation channel 
which is secured to the ground by 


os} 


Traveling Theater . . . Giant portable 
auditorium, introduced by Wilding Pic- 
tures, goes up much like the folding top 
of a baby buggy and travels in a trailer 
truck after being dismantled. 


stakes or bolts, the “Portatorium” 
can be covered with canvas or other 
material to form two giant canopies. 
To erect the auditorium, the canopy 
covered ribs are pulled upright by a 
cable attached to a truck or winch 
with the aid of a ginpole. In dis- 
mantling, the ribs come apart like 
sections of the long handle of a 
vacuum cleaner. 

For air conditioning or heating, a 
smaller but similar shell is erected 
inside the Portatorium in order to 
provide a dead air space for insula- 
tion. 

While the actual shape of the 
Portatorium is dependent upon the 


.. LABELS ALL TYPES AND SIZES 


\\OF MAIL ACCURATELY, NEATLY, “SAVE ECONOMICALLY 


CHESHIRE 


Labeling 
Equipment 


shape of the ribs, which may be 
semi-circular, elliptical, etc., a unit 
capable of seating 1,000 people 
would be 180x50x22’ and would cost 
approximately $20,000. The unit is 
custom-produced, can be made to 
various specifications and includes 
a generator and lighting fixtures. 
When dismantled, it can be trans- 
ported in a trailer truck with a sec- 
ond truck for hauling heating or 

air-conditioning equipment. 
Additional information is avail- 
able from Wilding Picture Produc- 
tions Inc., 1345 Argyle St., Chicago. 
44 


Exhibit Line Features 
Low Cost, Light Weight 


An exhibit line featuring low 
cost and light weight, plus 15-min- 
ute assembly without tools, is illus- 
trated in a giant flyer from Federal 
Displays Inc. 

Features of the 10’ exhibits in- 
clude wood grained or marble back- 
grounds, 3x7’ feature panels, color 
plastic draperies and a header panel 
with raised, cut-out letters. 

Sketches of four basic models in 
the line—all for under $200—are 
sent with the flyer. 

- « for more details circle 1110, page 135 


MODEL E 


Fully automatic 
label application 
ty econ Leela 
Post card size 
to 11” x 1442” 


Models start at $3000. Also 
models for magazines, heavy 
publications, newspapers. 
INVESTIGATE TODAY! 
NO OBLIGATION! 


CHESHIRE Inc. 


1644 North Honore Street ¢ Chicago 22, Illinois 
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Do Multi-Packs 
_ Boost Volume? 


A carefully-controlled test 
proved that multiple packaging, 
with no other factors, increased 
the sale of sardines, but its ef- 
fectiveness varied. Here's a re- 
port on a recent test. 


By Richard E. Reed 
Executive Secretary 
Maine Sardine Council 


Want to place a new package on 
the market? 

Or introduce a tested package in 
a new field? 

Or perhaps try a known package 
with an unknown product? 

All right. Call in experts, design 
the best possible carton, manufac- 
ture it in quantity. And put it in 
stores. 

If you've guessed right, sales roll 
in. If you're wrong, the American 
consumer pushes her cart right past 
your product. And it sits on the 
shelf. 


> That’s one way to test a package 
- trial and error. 


Another and better way: 
take a pre-test. Maine Sardine 
Council did this recently in gaging 
the market reception for a new 
sardine multipack before it went 
to market. 

Problems we encountered here 
and solutions we found should 
interest anyone with a market pre- 
test project in mind. 


Problem: Will Multipacks Sell 
Sardines? . . In counseling mem- 
ber-companies, as everyone knows, 
case histories are extremely valu- 
able. To sell industry B on an idea, 
you show how industry A has al- 
ready used it to advantage. In short, 
success succeeds. 

But, like Archimedes, who could 
have moved the world if he’d found 
a place to stand, we sometimes find 
there just isn’t a case history in a 
particular industry to merchandise. 

Such was our position in early 
1957. We were looking for new ways 
to sell sardines, naturally. Sales had 
been stable for a few years. We 
needed a new tool. Among mer- 
chandising methods considered: 
multiple packaging. 


» Multipacking, the practice of 
banding together two to twelve 
units of a product and selling the 
package, was already a proved force 
in American merchandising. From a 
carrier of beer cans in 1947, the idea 
had grown to a giant in ten years. 

But although multiple packaging 
had invaded everything from 
cleanser to dog food, there was no 
experience with sardine multipacks. 

About that time, Container Cor- 
poration of America a pioneer in 
multiple packaging suggested a 
cooperative firing line retail test. 
The idea: put multipacked sardines 
in stores see what happened. 
We'd furnish the sardines, CCA’d 
supply the cartons and advice on 


testing. Our members bought the 
idea. 


Our course was set. 


Setting up the Pre-Test . . We 
had the problem and the solution. 
Next we needed tools of the experi- 
ment: canned sardines, retail test 
stores, and multiple packages. 
Clearly, this was a big job. We 
needed experiment co-partners. 
Our Council, incidentally, is spon- 
sored by a self-imposed tax col- 
lected by the state. Member packers 
account for 70° of the cans of sar- 


Three Multi-Packs Used . . . For the 
test, bands holding three, four and six 
cans of sardines were prepared. Various 
combinations of these and loose cans 


were used to test selling-power of each 
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Chief Red-E-Stik has spoken. And his braves 
are on the warpath to help you win the fight for 
more wampum in your wigwam...with Red-E- 
Stik pressure-sensitive labeling. These self-ad- 
hesive labels enable you to cut costs, save time, 
boost sales, end waste. They can be used to 
simplify and speed every phase of your oper- 
ation. Here’s why each dollar for Red-E- Stik is a 
buck well spent.. 


Stop To stop shoppers, your best bet is a 
package with impulse-buying appeal...a Red-E- 
Stik label with built-in impulse-impact. We create 
them for all package types...any size, shape, 
color...sheets, rolls, singles. 


Sell Red-E-Stik labels and signs drive home 
your story at the P-O-P. For use on plastics, film, 
glass, metal and wood, Red-E-Stik needs no 
water, heat, or glue. Just peel and press...even 
faster by machine. 


Satisfy Use Red-E-Stik labels to in- 
struct, guarantee, warn...to keep buyers sold, 
up repeat sales, cut returns. They can’t curl or 
crawl...stay neat and clean, Call, write for 
samples and Idea Kit of Red-E-Stik solutions to 
problems like yours. 


>» » & 


SBF 


eve RR READY 
CREATIVE PRINTED SPECIALTIES 
10-A East 49th Street, N.Y.C. 17 
Plaza 1-3040 


Faster, — 


® AD REPRINTS 
@ PLATES & 
ELECTROS 


@ FILMS 
@ SAMPLES 
@ PREMIUMS 


Mailing In 


~]9 Seconds 


Use CONVENIENT 


ONE - FIECE 
MAILING BOXES 


@ Saves Time . 
Saves Money 

@ Folds Flat. . 
“Cheese aon me No Storage Problem 
ic DIFFERENT & ° Eliminates Wrapper, 
49 SIZES String and Tape 
3x2x1% ) @ Makes A Stronger, 


“hess 8% x 5% x 3% Safer Package 
— Write For Free Somples 
——— ond Complete Price List 


tHe C. J. FOX co. 


112 e an * November 1958 


236 ABORN STREET 


PROVIDENCE et 


dines sold in the nation. The 
William Underwood Co., Water- 
town, Mass., a member packer, of- 
fered to furnish Royal River sar- 
dines for the experiment. 

Next, we looked around for a re- 
tail forum. Our researchers told us 
that Philadelphia’s population was 
an indicative sample of the nation’s 
sardine-buying public. 


>» We called on Best Markets, Phila- 
delphia. The chain was added as 
experiment partner. Martin Isdaner, 
vice president in charge of mer- 
chandising, picked out eight stores 
that ran the gamut of Philadelphia’s 
neighborhoods. Some of these stores 
cater to middle and upper income 
shoppers. Others sell to lower in- 
come people. And variations of 
these. 

Then, of course, Container Corp. 
arranged to donate special can band 
cartons for the experiment. 

With sardines, packages, and re- 
tail test stores, we were ready to go. 


Conducting the Tests .. Basic 
equipment in hand, we called in our 
statistician — National Research 
Co., Philadelphia. Charles Gedney, 
National Research president, helped 
CCA’s market development staff 
form the experiment’s framework. 
We agreed the test would run 16 
weeks in eight Best markets, ending 
in mid-summer 
rules: 


. And here were our 


1. Eight different packaging ar- 
rangements were used. Each was 
either a loose can arrangement, a 
multiple packaging arrangement, or 
a combination of loose cans and 
multipacks. We were testing three- 
packs, four-packs, four-packs and 
six-packs alone and with single cans. 
Further, we tested a three-pack and 
six-pack combination — _ without 
loose cans. 


2. Each variation lasted two weeks 
in each store. Then that arrange- 
ment was rotated to another store 
using the Latin Square method. 
This rotation ruled out any pos- 
sible neighborhood preferences. 


3. No other keyless sardines were 
sold in these eight test stores during 
the experiment. Customers must 
either buy special packages of Royal 
River — or none at all. 


4. No publicity was given the test. 
Shoppers had no way of telling an 
experiment was in progress. 


S. No price cut was offered. A six- 
pack cost six times the price of a 
single can. It was a pure test of mul- 
tiple packaging’s effectiveness. 


6. National Research Co. was as- 


signed to handle  twice-a-week 
shelf-stocking and can band loading. 
Each Monday, research tabulators 
took inventory on the past week’s 
sales. 


> Ground rules laid, we put our ex- 
periment in action. 


Collating Test Results . . The 16 
weeks ran smoothly. At conclusion, 
National Research Co. analyzed re- 
sults. Over-all interpretation: mul- 
tiple packaging will increase sales. 
However, some multipack sizes 
cause a more dramatic sales rise. 
Champion seller was a three-can 
multipack, which racked up 34% in- 
crease compared with single can 
sales under the same circumstances. 
Here were other increases: 
Three-pack alone: 34% 
Four-pack and loose: 32% 
Six-pack and loose: 21% 
Six-pack alone: 29% 
Three-pack and six-pack: 29° 
Three-pack and loose: 21% 
Four-pack alone: 5% 


In addition to the over-all point of 
selling more sardines, we came up 
with these marketing conclusions: 


1. Income level is a factor in sar- 
dine multipack buying. Whether 
Mrs. Shopper picks up your product 
in a six-pack or three-pack prob- 
ably depends on the level of her 
husband’s income. 

“Three-packs sell best in low-in- 
come neighborhoods,” said William 
L. Dempsey Jr., Container Corp. 
market development manager, com- 
menting on results. “And the three- 
pack six-pack combination does best 
in stores serving higher income peo- 
ple.” 

Mr. Dempsey said low-income 
shoppers evidently shrink from ty- 
ing up too much money in one item 
— sardines. But they will buy at 
least three cans at once to save im- 
mediate rebuying. 
2. Best Markets’ 


Martin Isdaner 





suggested — as result of the test — 
that packers consider shipping both 
three-packs and six-packs to retail- 
ers. If a store serves low-income 
shoppers exclusively, Mr. Isdaner 
suggested stocking 100%  three- 
packs. 

At this point, we had good infor- 
mation, scientifically constructed. 
Our fact search was complete. 


Merchandising Test Results . . 
Getting a favorable test result is 
well and good — but it’s only half 
the job. The results must be re- 
ported to the industry. 

We took the following steps in 
telling our test results: 


1. Industry Meeting . . . A survey 
task force came to Augusta, Maine, 
in the summer, 1957. Container 
Corp. market analysts appeared at 
the regular council meeting. They 
presented charts detailing results, 
explaining how tests were con- 
ducted. Test packages were shown 
to members. Copies of the study and 
pictures of the test cartons were 
passed out to members. 


2. Advertising . . . CCA’s advertis- 
ing agency readied a special busi- 
ness publication advertising series, 
based on the Maine tests. These be- 
gan appearing right after the Coun- 
cil meeting. 


3. Publicity . . . CCA’s public rela- 
tions counsel wrote and released 
news, features, and fact sheets on 
the test results to business publica- 
tions and newspaper financial pages. 
Wide coverage resulted. 


Experiment Conclusions .. In 
conclusion, Maine Sardine Tests 
were extremely successful. We 
tested a package’s effectiveness be- 
fore it went to market. 

For your own use, an in-store 
pre-test often offers quite an in- 
dicative index to consumer buying 
preferences. Remember, with in- 
store testing, you actually see what 
shoppers do or do not — buy. 
You aren't dealing with what they 
say they buy, which can be quite a 
different matter. 

What can other pre-testers learn 
from the Maine tests? 

Much, I feel. 

However, apply the principles — 
not the percentages — to your test. 


> Here’s what I mean: Philadelphia 
is a good sardine-selling town. 
There are few better sardine mar- 
kets in the nation. We picked Phila- 
delphia for that reason. We wanted 
to work with a large sample of sar- 
dine buyers. There an effective sell- 
ing tool—like multiple packaging — 
could show its stuff dramatically. 
(As it did, of course.) 


What would have happened in a 
smaller sardine market — say Min- 
neapolis, New Orleans or Kansas 
City — where we don’t sell as many 
sardines? Well, the samples would 
have been smaller. We’d have used 
more stores. It would have taken us 
longer to finish the experiment. 

But there would have been in- 
creases — in proportion to size of 
the buying sample. I’m confident of 
that. So is Charles Gedney of Na- 
tional Research. Mr. Gedney said 
recently: 

“Put this test in another town 
with smaller sardine market and 
you'd get sales increases. They 
probably wouldn’t be as large. But 
they’d be in proportion.” 


Mr. Gedney does not claim — nor 
do we — that Philadelphia is a rep- 
resentative sample of the nation’s 
sardine buying. But we do believe 
this test is highly indicative of most 
other markets. 

“If you’re planning similar multi- 
pack tests, I recommend you pick 
one of your best markets for the 
test,’ Mr. Gedney said. “Put the 
merchandising tool under a mag- 
nifying glass — so you can see it 
better. 

“Further, a larger sample obvi- 


The 


Answer 


It's worth many times $64,000 to obtain appealing packaging 


which will lead to increased sales. 


ously gives you more numbers to 
work with,” he said. 


> For further advice, here are some 
rules we've drawn up. Perhaps 
they'll help you: 


1. Be sure you get professional 
evaluation of your methods — be- 
fore you start. Don’t risk spending 
money until you’re sure results will 
stand up scientifically. 


2. Once you've written your statis- 
tical report, get it rewritten in 
everyday American for press re- 
leases and other reports that go to 
the public. 


> And as for some of the actual in- 
store mechanical problems: 


3. Arrange to keep your experi- 
mental shelves stocked up at all 
times. It’s amazing how fast prod- 
ucts sell. Check on it half a day be- 
fore you think it should be sold out. 


4. Explain the experiment to the 
store manager — even though you 
have permission from chain head- 
quarters. The manager can keep an 
eye on it — and keep stockboys 
from bothering it. 


5. Make sure the store doesn’t con- 


BUT . . . even the most unusual package design needs the finest 


reproduction to achieve the best results. If you specify 


ACME GRAVURE CYLINDERS for your packaging, 


you'll specify cylinders which are unsurpassed for quality. 


ACME CYLINDERS .. . 
cand paper board products. 


perfect for foil, cellophane, plastics, paper 


Your inquiry will receive immediate attention 


acme gravure services inc. 


4001 Industrial Ave. 


if it’s Quality — 


Rolling Meadows, Ill. 


Phone: Clearbrook 5-0200 


if it’s Delivery — it’s acme 
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WHEN YOU'RE 


al 


FOR AN 
IDEA— 


_use this flat-as-a pancake” 
IDEA BOOK. You can always ‘‘lean on” 
it for a topnotch sales making 
idea. It's packed with illustrations 
of the‘ latest uses of the 
Brown-Bridge fine line of gummed 
papers. Just ask for book 
P-2118 — IT’S FREE! 


THE BROWN-BRIDGE MILLS, INC. 
TROY, CHIO 


PROCESS PLATES 


at moderate prices? 


Call on G. R. Grubb & Co., a family 
organization of real craftsmen. Because of 
non-metropolitan location, costs are remark- 
ably low. Complete service in all types of 
engravings with union label. Complete color 
department... including color photography, 
color separation and color correction. Fully 
staffed to provide art and retouching. Now 
in 48th year of service to agencies, printers, 
publishers and institutions. Careful attention 
to all orders... personally or by mail. Quick 
delivery by rail, bus or air. 


G. R. GRUBB & CO. 


ARTISTS AND ENGRAVERS 
CHAMPAIGN, ILLINOIS 
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duct any special deal sales with 
similar products — while your ex- 
periment is going on. This could 
prejudice the results. 


6. Before you begin, study each 
store for your product’s sales vol- 
ume and for peaks of traffic. This 
information will be needed many 
times. 


» And for further study, Container 
Corp. will send you a copy of our 
sardine survey — as long as they 
last. Write to: Bob McBride, Con- 
tainer Corp. of America, 
Dearborn St., Chicago 3. 


Paraffin-Coated Cartons 
Get New Sealing Aid 


A machine permitting the use of 
cold glue for tightly sealing par- 
affin-coated cartons has been intro- 
duced to the frozen food industry 
by Container Corp. of America. 

Currently used by Gorton’s, fish 
packers of Gloucester, Mass., the 
“Concora Sealer” turns out one 
hundred cartons of frozen fish sticks 
every 60 seconds. 

The machine combines easily with 
existing packaging line facilities and 
needs no more space than the con- 
ventional overwrapper. Requiring 
no long compression unit or re- 
frigeration equipment, its use en- 
ables a special cold glue to be ap- 
plied to the flaps of a carton before 
it enters the compression unit, in 
which the glue and the paraffin 
coating are welded into a solid bond 
by an electrolytic process. 

The resulting packaging is a neat 
container without an overwrap, but 
with product protection enhanced 
by the bonded seal and the paraffin 
covering. 

Details on leasing the machine are 
available from Container Corp. of 
America, 38 S. Dearborn St., Chi- 
cago 3. 44 


New Lowcost Polystyrene 
Makes Packaging Points 


A lowcost polystyrene film that 
promises a variety of packaging 
possibilities has been introduced by 
the Dow Chemical Co. 

Trademarked “Trycite,” the new 
film is reported to be priced at less 
than most competitive transparent 
plastics yet offers an unexcelled 
clarity, good aging characteristics, 
dimensional stability and a recep- 
tive printing surface. 

The present major use of Trycite 
is in the manufacturing of envelopes, 
cartons and boxes which contain 


~ 


Trycite Polystyrene . . . Variety of pack- 
ages (above) show versatility of new low 
cost film from the Dow Chemical Co. 
Film offers extreme clarity, good aging 
quality. 


see-through windows. Other pri- 
mary markets considered for the 
film are in food packaging—especial- 
ly meats and bacon—and soft goods 
such as handkerchiefs, hosiery, etc. 
Advantages for it in the food pack- 
aging field include its resistance to 
absorbing moisture, distorting or be- 
coming brittle with age. 

Available in limited quantities at 
the present time, Trycite is being 
produced in 1, 1%, 1% and 2 mil 
thicknesses in widths from 1 to 54” 
in multiples of 1/16”. It is shipped 
in standard rolls 10” in outer diam- 
eter. 

Public information service on the 
new film is available from George 
B. Peterson Jr., Dow Chemical, Mid- 
land, Mich. qi 


Packaging Puts East 
In Western Supermarkets 


Modern cellophane  overwraps, 
and super market packaging have 
transformed the famous Oriental 
fortune cooky into a strictly Amer- 
ican and highly popular consumer 
item packaged by Twixt Inc. 

Designed and printed by Milprint 
Inc., the overwraps are printed in 
flexographic tone in red, black, and 
gold against a solid white back- 
ground. These colors, combined with 
oriental-styled lettering and a line 
sketch of a Chinese mandarin, 
maintain the Eastern theme while 
natural color drawings of the cook- 
ies themselves carry out the Ameri- 
can packaging theme. 

The cookies, still containing the 
famous fortune inserts, are packed 
approximately 14 to the carton and 
are distributed through food stores 
in the east and midwest. 44 





Color negatives from Kodak Ektacolor and Kodacolor films are the professional sources 
of all things photographic—prints, transparencies—color and black-and-white. 
The final photographs can be of any size for every advertising and promotional use. 
Indeed, a color negative in the art file is money in the illustrative bank. 
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There are 
only four reasons for 


Insisting on good typography 


in an advertisement: Make it 
It e ie attract sooner. 
Make it read more easily. 


te ol type Make it explain more clearly. 


5 AYR cent persuacle 
a) 2) ry ak 
if i 1t Those are : ia 
pretty basic reasons, eee se etiS e 
however, for giving more 
than just a passing thought to 
Creative (or Selling) Typography. 
It’s a sound idea—and it costs no more— 
to use one of the ATA members listed 


on this page for your typography. 
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Is Good Typography 


Worth Paying For? 


You get what you pay for in composition, and the lowest 
cost is not often the cheapest, when you measure cost in 


terms of effectiveness. 


By Jack Friedberg 
Superior Typographers Inc. 
Cleveland 


“Sure, I know you do high-class 
work, but my customers don’t want 
to pay your kind of prices. Now if 
you could match Bill’s price on this 
job —” 

How many times we’ve heard this 
remark from the production man or 
the owner of a small agency — and 
some larger ones too! 

We can match Bill’s prices, all 
right, but not if we want to main- 
tain our reputation for fine typog- 
raphy. We’d be out of business in 
a very short time. 


> Some people seem to have the 
idea that typography is a fine art in 
the manner of painting or sculpture. 


If you want fine typography you 
call in the Rembrandt of the typog- 
raphers, but you have to pay a 
higher price because he has the big 
name. 

Sorry, it’s not true. 

Typography is a fine art. And a 
really good typographer can save 
his clients a lot of trouble and ex- 
pense. He can advise them, make 
decisions for them, anticipate prob- 
lems, and make the production de- 
partment look good. He can charge 
a little more — about 3 to 5% extra 
— for his services, and his clients 
are glad to pay it. 

But typography is a commercial 
business. There’s very little chance 
to capitalize on artistic license. Bas- 
ically, good typography costs more 
than mediocre typography for one 
reason only. It takes longer. 


> When a typographer gives an es- 
timate on a job, he attempts to 
figure out how long it will take to 
set the job. He multiplies the time 
by his hourly rate. That’s his price. 

The typographer who specializes 
in high-class typography has to in- 
clude the time needed to letterspace 
lines, re-run lines to pick up wid- 
ows, re-space, or otherwise clear up 
the flaws that are not discernible 
until the job is actually set in type 
and proofed. (For the benefit of 
those who may not know the terms, 
we'll explain them as we go along.) 


> Let’s take a small job as a typical 
example. In order to simplify this, 
we'll set up a price scale of ten cents 
a minute, or six dollars an hour. 
(This is unrealistic by today’s 
standards, but it’s easier to figure.) 

Below, on the left, is the way the 
job looked at the first proofing. This 
is the way Bill would send the job 
to his client. It took an hour and a 
half to set, so the cost is $9. 


>» Now let’s look at the job as the 


The Legend of the Mistletoe... 


Mistletoe was gathered, in ancient times, 
during the winter solstice and reverenced as 
a symbol of brotherly love. Enemies, meet- 
ing under a spray of mistletoe, dropped 
their weapons and embraced in a gesture of 
friendship. 

Though early banished from the church- 
es, mistletoe and the kissing custom flour- 
ished and whatever girl chanced to stand be- 
neath it, the young man present either had 
a right, or claimed one, of saluting her once 
for each berry on the spray. 


The Legend of the Mistletoe... 


Mistletoe was gathered, in ancient times, 
during the winter solstice and reverenced as 
a symbol of brotherly love. Enemies, meeting 
under a spray of mistletoe, dropped their wea- 
pons and embraced in a gesture of friendship. 

Though early banished from the churches, 
mistletoe and the kissing custom flourished 
and whatever girl chanced to stand beneath 
it, the young man present either had a right, 
or claimed one, of saluting her once for each 
berry on the spray. 


Careless versus Careful . . 


. The difference in techniques of 
composition is shown in these two settings of the same text. 
The left-hand specimen is readable, but it contains such faults 


as three successive lines ending in hyphens and an awkward 
widow ending the first paragraph. These, and other faults, 
have been corrected in the more expensive right-hand setting. 
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Premium 


IDEas 


the promotional PLUS 


of imaginative printing 
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by ° 


Creative thinking is your greatest asset as a marketing 
man. . . This idea-packed booklet tries to help you stimulate 
such thinking, and to add a new dimension to your premium 
vocabulary. Ask us for your copy: Promotional Service 
Division, Eureka Specialty Printing Company, Scranton ¥, Pa. 


ADD SALES-APPEAL 
TO YOUR ADVERTISING 


= 
Write for G-') 
llustrated brochure / 

“Pin-Ups for Advertising” ori, 

ENTERPRISE 


PHOTOS 
BOX 6873-B * DALLAS 19, TEXAS 


Want News? 
Information? 


Call on Burrelle’s for clippings from 
daily or weekly newspapers (on 
national, sectional or local basis) 
magazines, trade papers. All read in 
one reading room. Staff of 250. Our 
service is PROMPT .. . THOROUGH. 


WY 
Est. 1888 


/ PRESS CLIPPING BUREAU 


165 Church St., New York 7, N.Y. 
Phone BArclay 7-5371 


14 E. Jackson Blvd., Chicago 4, Ill. — WA 2-5371 


1456 N. Crescent Heights Bivd., Los Angeles 46 
eee Phone Oldfield 6-0304 
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““MOPPETS”” 


“ Hundreds available. 
5 Exclusive use. 
Low priced. 

y “a - a Write your needs 


and request samples. 


DOUGLAS MACK 


1550 Church St., 
San Francisco 14 
Phone: MI 7-5377 


“He says get his ad 
in orbit with ZOOM 
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SPUTNITZ!!"’ 





fine typographer sees it. First, squint 
at it and check the “color” — the 
evenness of the black and white 
elements. Good typography should 
have an even gray appearance 
through squinted eyelids. 

This job does not. The wide 
spaces between the words of the 
headline give a spotty appearance. 
The first part of the word “Mistletoe” 
looks jammed up. The fourth line 
is too widely spaced, leaving un- 
sightly gaps between words. There’s 
a one-word “widow” at the end 
of the first paragraph (the word 
“friendship.” ) which leaves a streak 
across the center of the type. 

The first three lines of the second 
paragraph end in hyphens, which is 
unsightly. Altogether the job does 
not give a pleasing appearance. 


> Now we'll try to improve the job, 
keeping track of the time as we go 
along. 

First, the headline. We take out 
the wide spaces between the words 
and substitute narrower _ spaces. 
Then we “letterspace” the line in 
order to utilize the space we've 
saved. This consists of inserting 
very thin spaces between the letters. 
We put one-point spaces between 
the letters which were most crowded 
(th, mistl) and %-point spaces be- 
tween the rest of the letters. A point 
is the basic unit of measure in print- 
ing, and is 1/72” thick. 2-point 
spaces are about as thick as a busi- 
ness card. 

This operation takes about two 
minutes. 


> Our next task is to try to pick up 
the short widow. This interesting 
printer’s expression merely means 
to eliminate the short line at the 
end of the paragraph. 

After a struggle we find that this 
can be accomplished by bringing 
“ing” up from the fourth to the 
third line, “their wea-” from the 
fifth to the fourth line, and thus 
“friendship” will fit into the fifth 
line. 

In making these changes, we must 
remember that each time there’s a 
change in a line, the entire line has 
to be re-“‘justified.” This means that 
all the spaces have to be removed 
from between the words and re- 
placed with either wider or narrow- 
er spaces until the ends of the lines 
are again in perfect alinement. 

Because of this we find that it 
took us nine minutes to “pick up 
the widow.” Thus the heading and 
first paragraph have taken us a total 
of eleven minutes to adjust. 


> Now for the second paragraph. 
The problem here, of course, is to 
get rid of the three hyphens in a 





row. After a period of study (for 
which we don’t charge the client) 
we come up with the answer. 

We can “steal” a little space from 
the paragraph indentation. Because 
of the shape of the letter “T”, it can 
take less indentation than the “M”. 
If you lay a ruler on the “M” you 
will find that it lines up on the left 
with the “T”. 

Now if you lay your ruler on the 
same “M” in the example on the 
right, you will find that it lines up 
with the down stroke of the “T”. 
The cross bar is not indented as 
much, but — and this is the impor- 
tant thing in typography — it looks 
as if it’s indented the same! 

Once we've brought the “es” up 
into the first line, the rest is simple. 
We bring up the “ished”, “neath”, 
“a right” and “for each” and the 
job is done. 

Remembering again that each line 
has to be justified, we find that this 
has taken us 15 minutes. This, plus 
the 11 minutes we already have, 
brings us up to 26 minutes. 


>» We take another minute to “air it 
out” — drop spaces between the 
lines to make up for the line we 
have eliminated — and the job is 
done. 

So the $9 job now costs $11.70 — 
— $9 plus 27 minutes at ten cents 
per minute. 


> This isn’t too bad. The kicks start 
to come when we project this cost. 
We may charge $117 for a job that 
our mythical Bill will do for $90. 
Or $1170 for a cheaper $900 job. 
That’s when the customer asks, 
“How come?” 

If we try to explain the reasons 
for the extra cost, clients will say, 
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PECIFY MONOTYPE 


Monotype 


advantages 


When you specify Monotype in your 
ads, brochures and booklets you will always 
get sharp clear reproduction. You can also 
set more characters in a given space with- 
out crowding. There will be no “rivers” 
because proper spacing and better fitting 
italics automatically produce these results 
and there are hundreds of faces to choose 
from. 

In addition to better overall appear- 
ance of every printed message, you can set 
copy up to 60 picas wide without any 
penalty cost; word and phrase corrections 
can be made without resetting a whole 
new line. 

If you want character in your copy, 
you need Monotype. We have a kit of new 
Monotype faces that is yours for the ask- 
ing. Send for your copy, today. 


SPECIFY MONOTYPE 


LALDOAdS * PAA LONONM AATDOAMS * 
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ce LANSTON MONOTYPE COMPANY 


A Division of Lanston Industries Incorporated 


Philadelphia 1, Pa. 


“So what? How many readers know 
about widows, or letterspacing, or 
any of those things?” 

In other words, “Why pay for 
good typography? Is it worth it?” 

Those of us who know type, and 
typography, say “Yes.” What’s more SPECIFY MONOTYPE - SPECIFY MONOTYPE 
important, the bigger advertising 
agencies also say “Yes!’”’ These are 
the agencies who have spent thou- 
sands of dollars on readership sur- 
veys. They have inserted two ads 
in the same magazine, one poorly 
set and the other using good typog- 
raphy, and they find that the better 
job gets more readership. 


24th & Locust Streets 


PIA LONOW AADODTdS * AAALONOK 


* SPECIFY MONOTYPE. SP 
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Type set in Monotype face Bodoni 


OQuality—Craitsmanship Style 


Here Type Can SERVE You 


> The larger agencies don’t use the 
better typographers merely because 
they can afford to spend more. 
They’re not being altruistic. 

They know that good typography 
looks easier to read! That’s why 
they are willing to spend 15 to 20° 
more to make the job look right. It’s 
actually cheaper for them. 

If the additional cost of typeset- 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave.* RAndolph 6-7292 * Chicago 1 
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r plastic bound pre- 


icatalogues will take 


ting results in a 35 to 60% greater 
readership, the advertiser is "way 
ahead. If more people read the ad- 
vertisement, more people will buy 
the advertiser’s product. 


> For the smaller agency who says, 
“We can’t afford to buy good ty- 
pography,” the answer is, “You 
can’t afford not to buy good typog- 
raphy!” 

Your job is to sell your client’s 
product to the largest number of 
people. If your ads look easier to 
read, more people will read them. 
If more people read your ads, more 
people will be interested in your 
client’s product. And if more people 
are interested, more people will buy. 

It’s as simple as that. 44 


Typeface Designed for 
Machine Reading 


Especially designed for reading by 
electronic sorters, a new type de- 
sign is being considered by a com- 
mittee of the American Bankers 
Assn. 

While the numbers are close 
enough to the standard forms to be 
read by the untrained eye, their 
main characteristic is that when 
printed in magnetic ink and run 
through a magnetic head, the signal 
from each figure is sufficiently dif- 


ween SOU8?65434c2) 


ferent from the others so that the 
machine can read it and act on it 
accordingly. The other symbols in- 
struct the machine to perform cer- 
tain operations. 

The intention is to permit elec- 
tronic sorting of checks by all banks, 
with each check having printed on 
its face in magnetic ink the Federal 
Reserve number of the bank and the 
number of the individual account. 

Designed by General Electric in 
conjunction with the Bank of 
America, the typeface has been 
made available in metal type, for 
offset lithography, and in typewriter 
bars for individual impressing. It is 
currently being incorporated by A. 
B. Dick Co., Chicago, in its new 
check-printing system developed 
especially for individualizing checks. 

44 


Need Help With Annual 
Reports? Here It Is 


Aware of the ever increasing im- 
portance of the company annual re- 
port, Twentieth Century Press, Chi- 
cago, has issued a 12-page booklet 





designed to guide executives as well 
as advertising and public relations 
agencies in their preparation. 

The booklet is arranged in check- 
list form, suggesting appropriate 
subject matter for each page of the 
issue. It is divided in two sections. 
One concerns the first part of the 
annual report—that devoted to 
over-all information for stockhold- 
ers and general readers. The second 
section gives suggestions for han- 
dling the portions to be devoted 
to the specialized, more technical 
interests of professional investment 
people. 

A special section gives “do’s” and 
“don’ts” of page size, type size and 
over-all design. 

The checklist has been approved 
by Weston Smith, originator and 
director of the Annual Report Sur- 
vey and Awards. 


> The printing company has also 
issued a similiarly-designed 26-point 
checklist for carrying out a well 
balanced financial public relations 
program. It is designed for general 
appeal, keeping in mind the fact 
that such programs vary radically, 
and is divided into three areas: 
material of interest to the average 
stockholder and the general pub- 
lic: material of interest of security 
analysts and investment advisers; 
financial publicity. 

Both booklets are available upon 
request. 
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Type Face Roundup... 


Wide Range Of Types 
Found In New Showings 


Showings of typefaces, both for- 
eign and domestic, are available in 
a series of recently issued typeface 
books and specimen sheets listed 
below. 


New Face 
From ATF 


News Gothic Bold, 
a new addition to 
the Gothic family, 
is now available from American 
Type Founders Co., Elizabeth, N.J., 
and ATF will send a specimen sheet 
upon request. News Gothic Bold, al- 
though a new weight in the Gothic 


News Gothic Bold 


family, is of normal width and was 
designed to fill a gap in situations 
where the Alternate Gothics are too 
condensed and the regular News 
too light. 

The new face, like the earlier 
Gothics, was designed by ATF. 
Others include Alternate Gothics, 
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“Fotosetter /Warwick Typography" 


This is the ticket when you need 
large quantities of big type... fast. 
For your broadsides, sales kits and agency 
presentations Fotosetter/ Warwick fills the bill. 
Y Unlimited Sizes-——Economical direct-set 
to 54 pt. Enlargement to 288 pt. and larger. 
Y Unlimited Quantities— Fotosetter/ Warwick is your 
fastest, surest source for big type. 
Y Always Sharp Clean, clear, crisp to the most 
delicate serif. NO retouching required. 
Y Big Selection of Faces—More type styles to 
impart just the right tone. 
Y Overlays and Transparencies—Clean, reverse, 


dramatic color effects. 


Send for Free Photographic Type Book 


Big 12”x 915” working manual. Contains all Fotosetter 
faces plus Headliners and Flexset samples. Your 
letterhead request brings it to you at no obligation 
Write Dept. SB-36 today! 


Warwie KK rypeocrapuers, tne. 


920 WASHINGTON AVE. ¢ ST. LOUIS 1, MO. ¢ PHONE CENTRAL 1-9210 


OVERNIGHT SERVICE BY AIR... RIGHT TO YOUR DESK 





SAVE TIME... SAVE MONEY 
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Send for Catalog G 


LACEY-LUCI PRODUCTS CO. 
3) Central Ave. * Newark 2, N. J. 


$485 andup DEALERS: Choice Territories Open 


PLAQUES 


F REE illustrated brochure has 
hundreds of original ideas for 
teasonably priced solid bronze 

plaques—namepiates, swards, 


Write for FREE 
Brochure A 
For trophy medal, 


ART BY SPECIAL DELIVERY 

Need creative art to spark your basic idea and make 
testimonials, honor rolls, me- cup ideas ask for your advertising sales-producing? Then send us copy 
morials, markers. Brochure B. 4 rough and our staff of 4-A artists w end 
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Value is a big consideration in any purchase today. 
Typography is no exception. You want the best quality 
naturally, but you want good value too. Smart type 
buyers are turning to SERVICE for this combination 
of quality and value. Why don’t you? 


Where typesetting is still an art 


Ss ERVICE typographers, inc. 


723 S. WELLS STREET ¢ CHICAGO 7, ILL. 
HArrison 7-8560 


HARD-TO-FIND FACES ON ACETATE... 
SET AND PROOFED AROUND THE CLOCK! 


Black, white or color acetates. Clear 
or wax-backed. Pulled from all of the 
standard type faces, and from many 
type faces that are not easily found. 
Delivered fast! 

This is part of Progressive’s com- 
plete composition service. We offer 
one of the largest selections of type 
available anywhere. We're setting 
these faces 24 hours a day ... and 


constantly meeting wanted dates 
from coast to coast as well as over- 
seas for acetates. repro proofs and 
negative and positive prints. 

Phone your nearest Progressive 
office to make a pick-up of your copy, 
layout and instructions . .. or send 
the material to Philadelphia . . . or 
write for more information about 
Progress-Hanson-Progressive. 


99s, PROGRESSIVE COMPOSITION COMPANY 
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News Gothics, Franklin Gothics, 
Lightline Gothics and Monotone 
Gothics. All bear a strong family 
resemblence and any one can be 
used in conjunction with any other. 

- » for more details circle 1112, page 135 


New One-Line 
Specimen Book 


A new one-line 
specimen book can 
be purchased at $4 
from Mergenthaler Linotype Co., 29 
Ryerson St., Brooklyn 5, N.Y. or 
from any Linotype agency. The 292- 
page book shows Linotype faces 
alphabetically by family groups. 
Each series is complete with all 
sizes and combinations, with a speci- 
men alphabet of all 
available. 

Additional information includes 
decorative material, special char- 
acters, miscellaneous figures, su- 
perior and inferior characters and 
figures, two-letter display matrices, 
copy-fitting tables, keyboard dia- 
grams and font schemes. 


characters 


30 Pages 
Of Showings 


A 30-page_ speci- 
men book of one- 
line showings is 
available without charge from Phil- 
mac Typographers, New York. Faces 
are arranged alphabetically in series 
with available sizes noted beneath. 
More than 500 specimens are in- 
cluded in the collection. 
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Photographically 
Composed Faces 


Beissel Co., St. Paul 
typographers spe- 
cializing in both 
“hot” and “cold” typesetting, has 
issued a six-page folder presenting 
one-line showings of its library of 
faces for photography. 

The folder contains more than 
40 faces. Complete alphabets, in 
both upper and lower case, as well 
as figures are included. All speci- 
mens are available in 6, 7, 8, 9, 10, 
11, 12, 14, 18, 24, 30 and 36 point 
sizes. Any other size can, of course, 
be reproduced by enlargement. A 
section is devoted to the special ad- 
vantages of photographic composi- 
tion with illustrations of the flexibil- 
ity of the process. 
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Borders and 
Ornaments 


Sterling Type 
Foundry, Charlotte, 
Mich., is distribut- 
specimen booklet 
showing the company’s collection of 
typecast borders and _ ornaments. 
The showing includes company and 
organization trademarks as well as 
general illustrative figures and sym- 
bols. All are cast in hard foundry 
metals. 


ing a 20-page 
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use 
humor in 


radio 


commercials 


Photos are of Mr. Freberg in his native habitat 


A look behind the scenes 


at the production of some of the zaniest, 


and most successful, radio spots. 


By Phil Seitz 


One of the more notable trends 
during the resurgence of radio in 
recent years has been the use of 
humor by a growing number of na- 
tional and regional spot advertisers. 

The theory behind this approach 
is that, properly used, humor not 
only entertains but impresses the 
name of the product more lastingly 
and resultfully than is possible by 
other means. 

It is possible to “hammer and 
holler” a product name, but, say ex- 
ponents of humor, this type of ad- 
vertising too often antagonizes more 
than it sells. On the other hand, hu- 
mor is remembered in pleasant as- 
sociation with the product. 


> Stan Freberg, head of Freberg 
Ltd. (but not very), has been re- 
sponsible for a number of outstand- 
ingly successful spot campaigns em- 


ploying humor. He put it this way in 
a promotional record done for But- 
ter-Nut Coffee, a product of Paxton 
& Gallagher, Omaha. 

“Commuting each morning from 
my home in Pasadena, I am ap- 
palled to hear some of the things on 
my car radio that pass for commer- 
cials. Let’s just say they don’t dance 
their way into my heart. 

“By being slammed over the head 
consistently with a commercial 
baseball bat, the woman of the 
house develops a sort of cauliflowei 
receptivity ... I call it a commercial 
barrier. When the poor lady hears 
this sort of thing: ‘Come in and 
SAVE, SAVE, SAVE, SAVE, ETC..,’ 
a little switch snaps off in her head 

“She hears the commercial but 
she doesn’t hear it. You might say it 
is like hearing the knocking of radi- 
ator pipes or a dog barking some- 
where down the street. It goes in 
one ear and out the other. In the 
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game they call this ‘Hard Sell,’ and 
as far as I am concerned that went 
out with zoot suits 

“On this record are some com- 
mercials I have just written and 
produced for New Instant Butter- 
Nut Coffee. They serve to introduce 
this delectable new beverage to the 
public. They make use of humor 
more than anything because I be- 
lieve an entertained customer is a 
happy one. Through these spots, 
which are now being played con- 
stantly on radio, we hope to create 
such a pleasant association with the 
name Instant Butter-Nut that the 
lady of the house will pick it up 
from your shelf fondly and whisk it 
home happily, associating it with 
‘those commercials’ she has been 
hearing lately.” 


> In addition to these remarks, the 
promotional record included all six 
spots done by Freberg for Butter- 
Nut Instant. Typical of the spots is 
this one: 


Anner: (on echo) Nineteen fifty-four! 
Boss: Well, Fomroy, you got that Instant 
Coffee inve 

Guy: Not yet 

Anncr: |955! 

Boss: Say, Fomroy.... 

Anncr: |956! 

Boss: For 


point i 
Guy: Try me! 

Boss: Y 

Guy: s! 

years... 

Boss: You're telling me? 
That's the main thing. 


Guy: Here! 


Sound: (coffee cup rattles) 
Boss: Ahhh! Delicious! 

Guy: Certainly . . . Butter-Nut is the first 
real instant coffee, 


because the magic 
crystals dissolve in one second. 

Boss: Hoorah! Sing, Fomroy! 
Guy: (sings) 
Five years isn't exactly instant, 
But that's how long it took 

To make Instant Butter-Nut Coffee 
The first real instant coffee 


That tastes like coffee 


Butter-Nut! 
Guy: I have a nice voice. 


> Although the emphasis is on hu- 
mor in the spots, they have a strong 
musical background. In_ keeping 
with the Freberg belief that a spot 
should be done at the very highest 
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level of quality, with top talent, the 
Butter-Nut spots are made as 
though they were for high-budgeted 
programming. 

The music was provided by Billy 
May, arranger and orchestra lead- 
er. The chorus was Jud Conlon and 
his Rythmaires. Also appearing in 
the spots were Will Wright and By- 
ron Kane, well known actors. The 
spots were cut in the studios of 
Capitol Records in Hollywood. 


>» Spots made in this manner are not 
inexpensive. Cost to Butter-Nut for 
the six spots and the promotional 
record, which also included a bro- 
chure to package them, was $17,000. 
A total of 2,500 brochures went to 
grocery buyers and deejays. 

On the other hand, in terms of re- 
sults, the cost was negligible. In 
just five weeks, according to Don 
Keough, director of advertising, 
Paxton & Gallagher, well over a 
million jars of Instant were sold, 
and radio advertising was cut back 
in some areas until the plant could 
catch up with demand. 

These results can be called “re- 
markable” in that, although Instant 
was a new product for Butter-Nut, 
the company was the last major cof- 
fee-maker to market an instant cof- 
fee. The sales were achieved in just 
13 states, representing approximate- 
ly 10°, of U.S. population. 


> Commenting on this campaign, 
Charles Harding, account executive 
for Buchanan-Thomas Advertising 
Co., Omaha, agency for Butter-Nut 
said: . the Freberg spots were 
used as the heart of our campaign. 
They were backed up by spot tv 
and large introductory newspaper 
ads, using the Freberg ‘five years’ 
theme. Within three weeks of the 
opening Butter-Nut was listed as 
one of Food Topics’ top-selling new 
products in six major metropolitan 
markets. 


JANGLE | 
JINGLEZ 4} 


He wants it should sound big—and 
he’s willing to spend up to $300. 


“We received a tremendous plus 
by using the fresh Freberg ap- 
proach. A complete publicity pack- 
age went to each radio station. In 
addition, a platter of the commer- 
cials with a merchandising pitch 
from Freberg was sent to each of 
the stations’ disc jockeys. The result 
was that in several cases the mer- 
chandising part of the record, orig- 
inally designed as a grocer selling 
pitch, was played in toto over the 
air. 

“In other instances, stations would 
program an entire disc jockey show 
around the commercials. One sta- 
tion, for instance, played every rec- 
ord in the ‘Child’s Garden of Fre- 
berg’ album with appropriate com- 
ments from the disc jockey and 
with free commercials at the end of 
the comments.” 

This last aspect has been an im- 
portant plus for Butter-Nut, and 
other humorous commercials made 
by Freberg. 


> Satisfied with results from the first 
series, Butter-Nut is currently using 
a spot campaign which is properly 
described as “unique.” This cam- 
paign, designed for Southern Cali- 
fornia, is built around a 62-minute 
spot produced with the objective of 
conveying all the sound and feel of 
an original cast musical. A total of 
5142 minutes elapse before the first 
mention of the product. As in a 
musical, there is a 50-second over- 
ture, three original songs, and a 
plot in the commercial. Called 
“Omaha With The Original Cast,” 
this “musical” is played each Sun- 
day on KMPC, and at specially 
billed times which are advertised. 
Capitol Records has_ released 
“Omaha” on regular sale. 

Each of the three songs, “Omaha,” 
“Omaha Moon,” and “What Have 
They Got In Omaha,” is also used 
with changed dialog for separate 
one-minute commercials. These are 
being aired on KMPC and KFWB in 
Los Angeles on a 40-a-week sched- 
ule. A small schedule of newspaper 
ads in the Los Angeles Times uses 
the same theme. 

The appeal of these commercials 
is directed primarily to midwest- 
erners who have moved to Califor- 
nia. The musical is a new version 
of the theme Butter-Nut has used 
since entering the Southern Cali- 
fornia market four years ago: “The 
coffee you loved back home is now 
in California.” 

A good example of the extra 
mileage obtained from well done 
humorous commercials is provided 
by this campaign. Played a few 
times in Omaha, they won such 
notice and acclaim from residents 
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who liked the idea of a musical 
about Omaha, that Freberg was in- 
vited to be guest conductor for the 
Omaha symphony orchestra and 
choral group on July 8. As con- 
ductor he presided over the playing 
of a special suite arrangement of 
the commercial, which Billy May 
adapted. 

The length of the 61-minute 
“Omaha” caused some problems. It 
was necessary to get a special time 
clearance from the radio station. 
Discussions had to be held with the 
unions involved to set a special rate 
for performers. A 10-piece orches- 
tra, headed by Billy May, and a 
10-voice choral group under direc- 
tion of Jud Conlon was used in the 
commercial. The cost of the musi- 
cal and the three spots from it was 
about the same as for the six spots 
in the Instant campaign. 


’ The extras of memorability and 
promotional value of humor in radio 
spots have been achieved by Fre- 
berg for a number of clients. These 
include Zee Paper Products (Crown 
Zellerbach), Bank of America, Con- 
tadina tomato paste and whole 
peeled tomatoes, Best Foods for 
Nucoa, Pictsweet frozen foods, Bel- 
fast sparkling water and Mug root 
beer. 

In all cases, the commercials 
made are based on the firmly held 
belief that, particularly since the 
advent of tv, “you can’t reach peo- 
ple with mediocrity in radio.” At 
the same time, says Stan Freberg, 
radio is in many ways more effec- 
tive than tv because it reaches peo- 
ple everywhere, and at times when 
they can’t watch tv. 44 


\ 
obo 


cos -All - 
I've been hired by an ad agency to 


put this commercial on the air every 
hour on the hour. 





hen Oxen D 


By Maurice Bensoussan 


French film audiences have been 
enjoying a commercial film which 
features a herd of live oxen per- 
forming a ballet. 

The ox-dancers are promoting a 
particular brand of beef soup and 
are, apparently, doing a good job 
of it. The film won first place at the 
Fourth Advertising Film Festival, an 
international competition held this 
year in Cannes. A_ behind-the- 
scenes peek at how the ox ballet 
was filmed makes it easy to under- 
stand why the movie ran off with 
top honors. It took a lot of trick 
film processing to make the lumber- 
ing beasts appear to be dancing. 


>’ The sound and color movie is 
sponsored by Maggi, a manufactur- 
er of canned soups. However, when 
it first decided to sponsor a film 
promoting “Pot-Au-Feu,” a_ beef 
soup, the company didn’t have any 
idea it was going to end up with an 
ox ballet. Maggi started out with 
only the knowledge that the theme 


ance for CV 


Getting oxen to act as a corps de ballet is no 


easy task, but French producers for a soup maker 


developed considerable ingenuity in performing the feat on film. 


of the film was going to be a prob- 
lem. 

The company had promoted its 
soups via films before. These had 
always been animated. This time 
the company wanted a film with a 
light touch but it wanted the soup 
to stand out in the public mind as 
distinct from its other products. 
Another cartoon film just wouldn’t 
do. 

The idea was turned over to Mag- 
gis advertising agency which, in 
turn, took the problem to a com- 
mercial film studio, Cinema et 
Publicite, Paris. One of the studio’s 
producers came up, for some reason, 
with the idea of using live oxen 
but he didn’t quite know where 
he wanted to take it from there. 
Gradually, in the inevitable brain- 
storming that following, a solution 
evolved. The film would feature a 
dance by real oxen but it would 
follow the cartoon technique. In- 
deed, to make live oxen look as 
though they were dancing, it would 
have to. There would need to be 
much trick processing of the raw 


material of the film. In other words, 
live action was to be “re-animated.” 


> Members of the studio staff went 
to Normandy and acquainted them- 
selves with the future stars of the 
show. They spent the next week in 
a farmer’s field shooting oxen from 
all angles — oxen walking toward 
them, oxen walking away from 
them, oxen standing still, oxen sit- 
ting down, oxen getting up again. 

The shooting, as it turned out, 
presented some unforeseen prob- 
lems owing to peculiarities in the 
ox temperament. The creatures are 
reasonably tame and friendly — if 
not startled. This fact, in itself, was 
a problem. The cameramen soon 
discovered that, if they moved too 
quickly, the ox-actor would become 
frightened and lumber off. If, on the 
other hand, the cameraman moved 
too slowly, the ox would gain cour- 
age, become curious and walk over 
and lick the camera. But after the 
necessary quota of failures and false 
starts, the camermen felt they had 
what they wanted. When the crew 
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Symmetrical Oxen 
With action confined 
to one side of scene, 
mirror-printing gave 

illusion of balance. 


returned to town, they had shot 
approximately 10,000 feet of film. 
And the task of creating an ox bal- 
let had barely begun! 


> Back at the studio, the first step 
was to make a_ black-and-white 
work print. Then the re-animation 
began. 

The technicians’ basic problem 
was to make the ox appear to be 
doing a simple dance step. For ex- 
ample, examine a shot in which the 
ox makes a simple step forward. 
This movement is accomplished in 
one second, requiring 24 frames to 
describe the entire motion from be- 
ginning to end — 12 frames pictur- 
ing the leg rising, 12 more to show 
it coming down. 

The technicians changed all that. 
They reproduced the first 12 frames 
(leg rising) as they were. The 
twelfth frame was then repeated 
five times to mark a short pause 
(leg balanced gracefully in mid- 
air). Then frames 12, 11, 10, 9 and 
8 were repeated in that order (leg 
falls part way back again). Then 
frames 8 through 24 were repro- 
duced with every second view elim- 
inated (leg goes quickly forward 
and down). 

The result, when the entire se- 
quence is run, shows a leg which 
rises slowly, hesitates gracefully in 
mid-air, makes an undulating mo- 
tion and is then quickly put down. 
In other words, one simple ballet 
step—ox variety. 


> It was only as the technical proc- 
essing progressed that the actual 
“choreography” began to take shape. 
It was discovered that several de- 
sired scenes could not be made from 
the existing shots. Another trip was 
made to the fields of Normandy and 
the desired fill-in shots were added. 
The additions and deletions to the 
black-and-white film were dupli- 
cated on the original color film only 
after the choreography had been 
completed. 


> Many individual problems arose 
in the course of applying cartoon 
techniques to live movies. One of 


them, since this was a ballet, was 
the problem of symmetry. Real 
dancers often perform in groups 
with perfectly synchronized, sym- 
metrical movements. Oxen, with the 
aid of an expert film technician, can 
do it too. 

A number of sequences were shot 
of one ox (or a group of oxen) in 
which the motions were confined to 
one-half of the camera’s field of 
view. While shooting, the camera- 
man would, for example, photograph 
an ox walking from the edge of the 
camera’s field to its center; or from 
the center to one side. When these 
particular shots were developed, 
they appeared on one-half of the 
strip only. Then a mirror image was 
double-printed onto the other side 
of the film. The result: Two oxen 
dancing in perfect symmetry — both 
moving toward, or away from, the 
center of the picture. 

To avoid the complications which 
would be presented in such cases 
by overly-symmetrical background 
scenery, such shots were usually 
taken against a background of blue 
sky. 


> A highlight of the movie, and one 
which never fails to draw gales of 
laughter, is a closeup of an ox, seen 
from the back, going through a 
rhumba motion with his hindquar- 
ters. This scene, like several others, 
developed in the minds of studio 
staffers after some peculiarities of 
ox movement had been observed. 
When an ox walks, his hindquarters 
move in a circular pattern. 

To develop the rhumba motion, 
this particular shot had to be taken 
with the center of the ox’s tail as 
the vertical axis, and perfectly 
aligned wih the center of the cam- 
era’s viewer. Furthermore, the shot 
had to be a closeup. 

Shooting was difficult. Whenever 
the camerman got close, the ox 
either became frightened and walked 
away, or became curious and turned 
round to stare — shifting, of course, 
the vertical axis. 

After several unsuccessful at- 
tempts, the cameraman tried to 
shoot from a distance, using a tele- 





photo lens. This. didn’t work either. 
Finally, on the last day, a successful 
closeup shot was made. 

In processing, the frames for this 
particular scene are stepped up, 
stepped down, repeated and re- 
versed. Result: a perfect rhumba 
undulation which turned out to be 
the highlight of the show. 


> In another scene the studio wished 
to display a large paper poster ad- 
vertising Pot-Au-Feu and have an 
ox’s head come crashing through. 
But the ox could, under no circum- 
stances, be induced to crash through 
the paper. Another scheme had to 
be devised. The Pot-Au-Feu poster 
was mounted in a light wooden 
frame and placed at the front of a 
long dolly on which the camera 
was mounted. 

A pen for the ox was arranged by 
placing three farm carriages so that 
the ox was penned in on three sides 
with his head pointed toward the 
open side. A black cloth at the end 
of a long pole was held in front of 
the ox’s eyes. The dolly, with poster 
and camera mounted in position, 
advanced upon him. 

Just before contact of ox and 
paper, the blinder was withdrawn 
and the ox’s head crashed through 
the moving poster. Since poster and 
camera advanced upon him at the 
same rate of speed, the effect, on 
film, is that of the ox advancing on 
the poster. 


> For another scene, the crew 
wanted to have a single ox move 
toward the camera, directly down 
the center of the field of view. The 
ox, needless to say, would not be 
sold on the idea. Again the crew ad 
libbed a soltuion. The ox was placed 
between the camera and a fence 
which cut off his escape from the 
rear. Then neighborhood farmers, 
who had come over to watch the 
fun, were induced to line up in two 
rows between the fence and the cam- 
era. The fence plus the farmers 
(who were out of range of the cam- 
era) formed the three sides of a 
triangle confining the ox. 

The camera was placed at the 
vertex of the triangle opposite the 
unwilling actor. When the ox moved 
to the right he was shooed toward 
the left. As he moved toward the 
left he met with a similar rebuff. 
Hesitating back and forth, the frus- 
trated beast finally took the only 
other possible escape route and 
rushed the camera — exactly down 
the center of the viewer. The fright- 
ened cameraman held his ground 
and was well rewarded for his 
courage. 

Just before ox and camera col- 
lided, the last farmer at the right 


jumped back leaving an _ escape 
route open and the grateful creature 
made a sharp turn and rushed off to 
freedom, leaving a relieved camera- 
man — and a perfect shot of an ad- 
vancing ox. 


> In the last scene, two oxen, facing 
one another, kneel in reverence be- 
fore the Pot-Au-Feu poster. This, 
too, was a camera trick which, again, 
owed its success to a peculiar ox 
habit. Oxen, when sitting down, sit 
with both front and back legs folded 
behind them. Observers noted that, 
when a reclining ox gets up, he first 
straightens his back legs and then 
unfolds his front legs. During the 
middle stage of this motion, he is, 
for an instant, in a true kneeling 
position with back legs straight and 
front legs folded. 

At this stage of the shooting, 
solutions were becoming simple. 
The shot of the ox rising was simply 
reversed — down to the kneeling 
point — and then cut. A mirror im- 
age of the same sequence was placed 
on the other side of the film — and 
the studio had a scene picturing two 


oxen kneeling in honor of Pot-Au- 
Feu. 


> That’s how the “visual” portion 
of the ox ballet was accomplished. 
The only task left: synchronizing 
the whole to the music of a 25-piece 
orchestra complete with a chorus of 
human voices. 

But that part of the story can be 
rapidly glossed over. After all, that 
sort of thing has been done be- 
fore. 44 


Equipment on Parade... 


New Units Shown 
At NAVA Exhibit 


The recent meeting of the Natl. 
Audio-Visual Assn., held in Chi- 
cago, was the scene for the unveil- 
ing of a number of new pieces of 
equipment which should make the 
adman’s life somewhat easier. Here, 
as observed by AR’s editors, are 
some of the more interesting. 


Mobile The Busch Film 
Unit and Equipment Co. 
has introduced a 
daylight projector for easier film 
showing. Its model 6-240 is com- 
pletely self-contained, with projec- 
tor and rear projection screen on its 
own rolling cabinet. The screen 
folds up so the unit can pass easily 
through any door. Smaller models 
are also available. 
Designed primarily for classroom 
use, they are simple to operate and 
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sturdy, and can easily be used for 
in-plant training sessions, sales 
meetings, demonstrations and ex- 
hibits. 

- « fer more details circle 1116, page 135 


Lightweight 
Projector 


With an aluminum 
case, this 16mm 
sound projector 
weighs less than 30 pounds in a 
single case. The controls are con- 
veniently located behind sliding 
panels, and can be adjusted while 
the film is showing, without open- 
ing the entire case. The cooling sys- 
tem can handle up to 1200-watt 
lamps. Further information is avail- 
able from Technical Service Inc., the 
manufacturer. 

. for more details circle 1117, page 135 


Wizard The 
Copier 


Nord Mfg. 
Corp. has released 
its Wizard copying 
machine, which makes copies on 
transparent film as well as on paper. 
Working by reflected light, it picks 
up, according to the manufacturer, 
copy in any kind of ink on any kind 
of paper. Able to handle anything 
up to 9x15” it can be used for mak- 
ing overhead transparency slides in 
a few seconds. 

- « for more details circle 1118, page 135 


Portable 
Screen 


Strobel-Vision has 
introduced a _ rear 
projection screen, 
comparable in size to a 20” televi- 
sion screen, that weighs only 14 
pounds. Lightweight but rigid, the 
unit can be used with almost any 
motion picture, filmstrip or slide 
projector. The screen gives a sharp, 
brilliant image in both black and 
white and color, bright enough for 
daytime viewing. 

+ « for more details circle 1119, page 135 


Overhead A new kit, pre- 
Transparency Kit pared by Robert J. 

Brady Co., contains 
everything you need to make slides 
for overhead transparency projec- 
tors. Included in the convenient case 
are mounts, sheets of clear plastic, 
pen and brush, assorted colors of 
transparent ink, and binding tape, 
plus other accessories, as well as 
full instructions. 

Replacement parts are available 
individually, and the complete kit 
sells for $35. A descriptive circular 
is available. 

- for more details circle 1120, page 135 


Low-Cost 
Projection 


Using 16mm color 
film, the United 
States Projector 
Corp. has built an integrated set of 
equipment that offers filmstrip pro- 
jection at a low cost. 
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The basic projector uses a loop 
of 16mm film, projected a frame at 
a time. This unit can be incorpo- 
rated in a cabinet with a rear pro- 
jection screen, and can have an 
auxiliary tape recorder which 
changes the picture upon receiving 
a silent signal carried on the tape 
along with the regular commentary. 

A simple camera stand permits 
the strips to be made with any 
16mm camera which can be op- 
erated frame at a time. 

Descriptive sheets are available. 

+ « + for more details circle 1121, page 135 


Multicolor 
Print Kit 


This new kit from 
Charles Bruning 
Co. permits you to 
make both transparencies and prints 
in up to five colors, starting with 
black and white originals. 

The original, which must be on 
translucent or transparent stock, is 
held against a sheet of Multicolor 
paper or film, and exposed to an 
ultraviolet light source, which can 
be a sun lamp, or a diazo-type 
copying machine. The latent image 
is brought out by applying one of 
five developing solutions, each of 
which will produce a different color. 
These can be sprayed on from pres- 
surized cans or applied with a swab 
of cotton. Different parts of the 
image can be brought out in differ- 
ent colors. 

The kit retails for $29.50. A de- 
cription sheet and samples are 
available. 

- « . for more details circle 1122, page 135 
Automatic A new automatic 
Inspector film inspector has 

been introduced by 
Paulmar Inc. The desk-type device 
scans 16mm film at the rate of 550’ 
per minute, stopping immediately 
at each defect, such as torn sprocket 
holes, tears, rips and bad splices. It 
also counts footage and splices, and 
cleans film as it inspects. A descrip- 
tive circular gives details. 
- for more details circle 1123, page 135 


This tape was prepared by J. Her- 
rick McDivit, an underpaid but hard- 
working, young. . . 


Projector 
Cleaner 


An ingenious tech- 
nique of protecting 
your own films by 
cleaning everybody’s projectors has 
been developed by Photographic 
Specialties. The device is a special- 
ly-coated leader which you splice 
onto the head of your print. When 
it is run, it automatically cleans 
off the sprockets and gates of the 
projector, eliminating the piled-up 
emulsion which is the chief cause 
of film scratch. According to the 
manufacturers, film library tests in- 
dicated that the average saving in 
print replacement and maintenance 
was $16 for each $1 spent on the 
leader. 

Called Protect-a-Print, a _ roll 
enough for 50 leaders sells for $60 
list. A circular is available. 

. - « for more details circle 1124, page 135 


Motorized 
Film Viewer 


The Kalart Co. has 
introduced a mo- 
tion picture viewer 
for 16mm film with motorized drive 
rather than a hand-operated reel 
to carry the film through the view- 
ing mechanism. 

With a 314x414” hooded screen, 
the viewer can be used to show 
silent pictures to small groups or 
to preview, in restricted quarters, 
sound films. 

A descriptive circular is avail- 
able. 

- « for more details circle 1125, page 135 


Screen and 
Tackboard 


Tecler Aluminum 
Corp. has intro- 
duced a new unit 
which carries a projection screen on 
one side and a tack-board surface 
on the other. The aluminum frame 
permits the screen to swing easily 
from one side to the other, exposing 
in an instant the desired surface. 

The unit comes in three standard 
sizes, four, five and six square feet, 
and three colors are available in 
the tackboard. 

The Cine Tac Audio Visual Screen 
is described further in a four-page 
leaflet. 

- « for more details circle 1126, page 135 


Built-In 
Screen 


A special screen to 
be built-in is avail- 
able from. the 
Lightmaster Screen Co., Pacoima, 
Cal. A special. non-tarnish metal 
surface, with fine ribbing, gives a 
brilliant picture throughout a 160° 
viewing angle. without completely 
darkening the room. 

A circular gives several methods 
of installing these special screen 
surfaces in conference rooms, show- 
rooms or schoolrooms. 

+ + « for more details circle 1127, page 135 





No Ads, Please... 


Schools Turn Thumbs 
Down On 


Too-Commercial Films 


Schools represent the largest cap- 
tive audience for any person who 
has a product to sell. And students 
tend to accept as fact all that they 
are taught in school. For these two 
reasons, school administrators are 
becoming increasingly critical of 
educational aids that are offered to 
the schools which are nothing more 
than advertising wearing a differ- 
ent cloak. 

Many sponsors of public relations 
films, who honestly intend their 
films to be educational, through 
ignorance, include material that 
makes the film unacceptable for use 
in high schools. 

What makes a film objectionable? 
Two main reasons for the rejection 
of films are 1) advertising and 2) 
biased information. Obviously, pure 
advertising material has no place in 
the classroom. We'll all agree to 
that. But it is not quite so easy for 
a zealous sponsor to notice when 
his script becomes biased. 


> Here are some helpful guideposts 
to aid you in toeing the thin line 
between acceptable commercialism 
(Yea!) and pure advertising (Boo!). 
A film becomes objectionable when 
its purpose is to establish the ex- 
clusiveness of a particular product 
or service. 

The American Assn. of School 
Administrators says “The presence 
on material of the name of the spon- 
soring firm usually is not considered 
sufficient grounds on which to 
throw it out. A few school systems 
forbid using the name, but the more 
general practice is to permit use of 
the name.” That organization goes 
on to say, “The most liberal posi- 
tion is taken by those who would 
permit the sponsor to identify the 
products he has for sale, so long 
as there is no sales promotion that 
extols the merits of the product or 
urges the student to buy it.” 


> Here are some of the tell-tale 
signs of bias: convictions presented 
as facts; only one point of view pre- 
sented in an obviously two-sided 
issue; subject matter of basic con- 
cern only to the sponsor; “instruc- 
tional” material motivated by self- 
interest. 

School administrators are not sit- 
ting in judgment over us; they only 


This is adapted from “Modern Memos.” 
published by the Modern Talking Pic- 
ture Service. 


want to serve the best interests of 
about 35 million kids. Schools ac- 
tually welcome good educational 
films, and hundreds of sponsors have 
their films shown in schools regu- 
larly. 

The Assn. for Supervision and 
Curriculum Development says of 
industry sponsored films “. . . quite 
frequently the material thus offered 
the school is in line with the school’s 
own program and therefore quite 
acceptable; often it comes in a form 
so excellent that it would be a pity 
to deny our children the opportuni- 
ty to use it. Often, too, it supplies 
a lack in the instructional material 
catalog that the school is glad to 
have filled.” 44 


Tape Accessories Kit 
Introduced by Robins 


A variety of useful accessories for 
tape recorders are now being mar- 
keted in one compact kit by Robins 
Industries Corp. 

Designed to provide the recordist 
with necessary materials for proper 
tape and recorder maintenance, the 
kit “TKR-STD” contains a “Gibson 
Girl” standard tape splicer, splicing 
tape, tape threader, head cleaner, 
tape cleaning and lubricating cloth, 
tape clips, reel labels and a 24-page 
illustrated booklet on tape editing 
and splicing. 

Priced at $12, retail, the kit is 
packaged in a three-color counter 
display carton. 

Additional information is avail- 
able from Robins Industries Corp., 
36-27 Prince St., Flushing 54, N.Y. 

44 


Recorder Accessories Kit . . . New kit, 
marketed by Robins Industries Corp. con- 
tains a variety of items helpful to the 
tape recorder user. 


presentations 
selling... 


VISUA 


MADE EASY, 
dramatically, 
effectively 


COC AUTOMATIC 2x2 


Projection Viewer 


SET IT UP IN 3 SECONDS 
FOR PERFECT GROUP VIEWING! 


Projects on large 6 x 6 screen. 
Folds into compact case, 
weighs less than 5 Ibs. 
PERFECT FOR SALESMEN, INDUSTRIAL, 
BUSINESS, EDUCATIONAL, MEDICAL use. 
Built-in semi-autom. slide changer, (for 
up to forty 35mm slides), f/3.5 coated 
precision lens, smart durable metal case. 
Ask for DESCRIPTIVE FOLDER & 
SPECIAL PRICES for 
COMMERCIAL USERS 


Camera Optics Mfg. Corp. 
101 W. 47th St., Dept. A 
New York 36, N. Y. 


Handy, 


ae ME gales 
COVERS 
VA ~ 


i 


CATALOGS «SALES PRESENTATIONS 
LOOSE LEAF BINDERS*SAMPLE BOOKS 
SALES MANUALS e SERVICE MANUALS 


THE S. K. SMITH CO. 


2857 N. WESTERN AVE CHICAGO 18 


NEW YORK 17. CLEVELAND 13 LOS ANGELES 45 


A MODEL FOR 
EVERY PURPOSE 


Tell your story better 
with an Oravisual easel. 
You have 26 models to 
choose from. Write for 
free 24 page catalog. 


ORAVISUAL CO. 


Box 11150 
St. Petersburg 33, Fla. 


next month in ar... 


..- how much should animation cost? 
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Art & Photography 


Art Supplies 


3 Pape 


Banners, Pennants 

Hollywood Banner 19, 40 
Pratt Poster Co. 5 
Binders, Catalog Covers 
Acc Products Inc 

Belford Co. Inc. 


Simon Products C 
Smith, S. K. C 


Binding Equipment & 
Materials 
Products Inc. 13 


( ia eaatal Bindir g Corp 120 
nited States Plywood Corp. | 


Calculators, Printed 
Grapt Calculator Co. 


Camera Lucida 
nae J. A., Inc. 
Lacey Luc Pr duct 
Christmas Gifts 
Card-O-Link C 


Howard Co. 
Stock Yard Inn 


Clipping Services 
Bacon's Clipping Bureau 134 


Burrelle's Press Clipping Bu- 


reau 118 


Control Planning Aids 
Graphic Systems ....... ...129 
132 -« 


Copyfitting Aids 
Haberule Co. 


Decals 


Allied Decals 
Meyercord Co. 


Direct Advertising 


tive Mail Order List Co. 
Inc. . . 74 
rodie Advertising Service 81 
sheshire Inc. 110 
ourpicture Publishers Inc. 74 
irt Teich & Co. Inc. 26 
Be ig Me ances 112 
Mailograph Co. Inc. 43 
McGraw-Hill Direct Mail Div. 82 
Mc M. E., & Co. 8 
National Council of Mailing 
List Broker 80 


Display Materials 


Hollywood Banners 
Kleen-Stik Products Inc. 


Display Motors 


Hansen Mfg. Co. 
Vue-More Corp. 


Easels, Lecterns 


Oravisual Co. Inc 


Engraved 
Letterhead Services 


Corlies, Macy & Co. Inc. ....134 
Envelopes 

Cupples-Hesse Corp. 79 
Du-Plex Onvelope Corp. 8| 
Tension Envelope Corp. . 72 


Fluorescent Inks & 
Materials 

Allied Decals Inc. 

Lawter Chemicals Inc. 

Pratt Poster Co. 

Radiant Color Co. 

Gravure Services 


Acme Gravure Services Inc. 113 

Collins, Miller & Hutchings 
Inc. ae 120 

Intl. Color Gravure Inc. .... 15 


Ink Screen Process 
Lawter Chemicals Inc. 


Naz-Dar Co. 
Radiant Color Co. 


Invisible Ink Postcards 
Moss, M. E., & Co. .... 
Labels & Tags 

Cheshire Inc. 
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Ever Ready Label Co. 112 
Kleen-Stik Products Inc. .... 16 
Rothchild Printing Co. wu... 6 


Lettershops 


Brodie Advertising Service .. 81 


Mailing Lists 


Active Mail Order List Co. 
Inc. ee 

McGraw-Hill Direct Mail Div. 82 

National Council of Mailing 
List Brokers 80 


Packaging Materials 
Central Paper Co. 

3 Back Cover 
fox &. va Go. 112 


Paper Chemicals 


American Cyanamid Co. 17 


Papers, Printing 


Appleton Coated Paper Co. 73 
Bergstrom Paper Co. ..... 68 
Cantine, Martin, Co. 22-23 
Champion Paper & Fibre Co. 
ees . 95-96 
Combined Locks Paper Co. 58 
Consolidated Water Power 
& Pacer Co. ............ 98 
Crown Zellerbach Corp. 44-45 
Eastern Corp. . adijuscad 
Gilbert Paper Co. 

_ Inside Front Cover 
Hammermil! Paper Co. .... 55-56 
Nekoosa-Edwards Paper Co. 7 
Northwest Paper Co. 105-106 
Oxford Paper Co. . 75-76 
Sorg Paper Co. . 9-12, 67 
Strathmore Paper Co. 103 
Warren, S. D., Co. . 28 
Weston, Byron, Co. . 108 


Papers, Specialty 


Appleton Coated Paper Co. 73 
Bienfang Paper Co. Inc. 27, 134 
Brown-Bridge Mills Inc. 114 
Combined Locks Paper Co. 58 
Kleen-Stik Products Inc. 16 
Nekoosa-Edwards Paper Co. 7 
Radiant Color Co. 129 
Sorg Paper Co. 9-12, 67 
Weston, Byron, Co. 108 


Paste-Up Type 
Herbert, H. T., Co. 


Photo Lettering & 
Typesetting 


Flexo-lettering Co. Inc. 


ndex otf 


Photo Prints, Quantity 


Major Photo Co. .......... 
Quantity Photo Co. .. 


Photoengraving & 
Platemaking 


Collins, Miller & Hutchings 

OO ea ceetis 120 
Grubb, G. R., & Co. 114 
Hutchings & Melville Inc. 59 
Mask-O-Neg . 89 
Northwestern Photo Engrav 

ing Co. ‘ 64 
Partridge & Anderson Co. .. 67 
Stafford Engraving Co. . 134 


Photographic Equipment 
& Materials 


Eastman Kodak Co. 
Engel, J. A., Inc. 
Lacey-Luci Products Co. 


Photographic Reporting 


United Press Internationa 
Plaques 

Intl. Bronze Tablet Co. Inc. 
Postcard, Color 


Colourpicture Publishers Inc. 
Corona Color Studios 
Crocker, H. S., Co. Inc. 
Curt Teich & Co. Inc. 
Skokie Colorgraph Inc. 


Premiums & Specialties 


Blaisdell Pencil Co. 
Card-O-Link Co. 

Eagle Rubber Co. Inc. 
Eureka Specialty Printing C 
Howard Co. 

Kenworth Mfaq. Co. 
Lilco Inc. . ; 

Listo Pencil Corp. 
Pioneer Rubber Co. 
Stock Yard Inn 


Presentation Material 


Belford Co. Inc. 40 
Camera Optics Mfg. Corp. 131 
Simon Products Co. 128 
Smith, S. K. Co. 


Printing 


Black Box Collotype Studios 
Inc. 

Crocker, H. S., Co. Inc. 

Cuneo Press Inc. 

Eureka Specialty Printing Co. 118 

Ever Ready Label Co. 112 

Keller, D. F., Co. 126 

Krueger, W. A., Co. 125 

Rothchild Printing Co. wu. 866 

Runkle * Thompson ® Kovats 
Inc... Sn 

Skokie Colorgraph Inc. ......134 

Ullman Gravure Inc. . 69 

Yoder of Middletown 65-66 





Adwertisers 


Projectors Pratt Poster Co. . Sanaa Stock Mailers & Postcards Bundscho, J. M., Inc. ........ 119 
Rothchild Printing Co. ........ 6 Lake Shore Electrotype Div. 25 
Camera Optics Mfg. Corp. 131 stout Sign Go: 23... ae Thompson, Arthur, & Co. .... 57 Monsen Typographers .......... 24 
Texlite Inc. .... _.. 46 Progressive Composition Co. 122 
Self-Sticking Specialties ee - 9 — Stock Photos a oe —, .. 61 
Service Typographers Inc. ..122 


6 Enterprise Photos 
aver Reaty Late Co, 168 Signs, Metal Warwick Typographers Inc. 121 


Mack, Douglas ...000........- 
Fasson Products ................- , F an ¢ a - 
Kleen-Stik Products Inc. .... 16 race sign tg. Go. .... ‘ . 
Meyercord Co, ....<.cccccee 20 Stout Sign Co... secon Turntables, Display Visual Aids 


si - Vue-More Corp. Belford Co. Inc. ....... 40 
Sign Materials Signs, Plastic Camera Optics Mfg. Corp. 131 


Hanover Neon Electric Corp. Typefounders ERGO. t+ STR 2 


Kleen-Stik Products Ine. ... Graphic Calculator Co. .... 19 


Yarder Mig. Co. uu... Plasti-Line Co. .... Bauer Alphabets Inc. 2 


es Graphic Systems. ..... 129 
lexlite Inc. 


Lanston Monotype Machine Lacey-Luci Products Co. 121 


’ ‘ : Co. 119 Oravisual Co. Inc. 131 
Signs & Identification Signs, Procelain Enamel 


Materials Typewriters, Composing- Window & Store Displays 
i Texlite Inc. . , Reproducing 
Allied Decals Inc. ... C 


Continenta Lithographers 

Fasson Products ...... Stock Art Friden, Inc. .. Inside Back Cover Inc. ; 134 
Grace Sign & Mfg. Co. .... Hollywood Banners 19, 40 
Hanover Neon Electric Corp. Idea Art : coe . 84 Tvpoaraph Madisonia Manikins Inc. 134 
Intl. Bronze Tablet Co. Inc. Multi-Ad Services as ON errr Thomas Industries Inc. 14 
Meyercord Co, .. Stivers Studio . . 57 Advertising Typographers Ullman Gravure Inc. 69 
Plasti-Line Co. .... ; Volk, Jr., Harry, Art Studio 134 Assn. of America, Inc. 116 Vue-More Corp. 134 


ALPHABETICAL INDEX 


Acco Products Inc. 13 Continental Lithographers Hutchings & Melville Inc. .. 59 Oravisual Co. Inc. 131 
Acme Gravure Services Inc. creer ae 134 Idea Art . 84 Oxford Paper Co. . 75-76 
Active Mail Order List Co. Corlies, Macy & Co. Inc. ....134 Intl. Bronze Tablet Co. Inc. 121 Partridge & Anderson Co. .. 67 
Inc. 74 Corona Color Studios .. 90 Intl. Color Gravure Inc. 15 Pioneer Rubber Co. . 101 
Advertising Typographers Craftint Mfg. Co. ... 89 Keller, D.F., Co. 126 Plasti-Line Inc. 38 
Assn. of America Inc. 116 Crescent Cardboard Co. 84 Kenworth Mfg. Co. 93 Pratt Poster Co. 5 
Allied Decals Inc. 134 Crocker, H.S., Co. Inc. 62, 81 Kleen-Stik Products Inc. 16 Progressive Composition Co. 122 
American Cyanamid Co. 17 Crown Zellerbach Corp. ....44-45 Kleiman & Sturgeon Color Quantity Photo Co. . 90 
Appleton Coated Paper Co. 73 Cuneo Press Inc. 54 Service Inc. Div. of Kauf Radiant Color Co. 129 
Bacon's Clipping Bureau 134 Cupples-Hesse Corp. . 79 mann & Fabry Co. Inc. 87 Rothchild Printing Co. ) 
Bauer Alphabets Inc 2 Curt Teich & Co. Inc. a Krueger, W. A., Co. 125 Runkle * Thompson ® Kovats 
Belford Co. Inc. 40 Du-Plex Onvelope Corp. .... 81 Lacey-Luci Products Co. 121 Inc. él 
Bergstrom Paper Co. 68 Eagle Rubber Co. Inc. 94 ake Shore Electrotype Co. 25 Service Typographers Inc. 122 
Bienfang Paper Co. 27, 134 Eastern Corp. 63 Lanston Monotype Machine Simon Products Co. 128 
Bleck Box Co otype Studios Eastman Kodak Co. no tS Co. =. 119 Skokie Colorgraph Co. Inc. 134 
=a 85 Engel, J. A., Inc. 77 Lawter Chemicals Inc. 62 omitn, S. K... Co. 131 
Blaisdell Pencil Co. ) Enterprise Photos 118 Lewis Artist Supply Co. 90 Sorg Paper Co. 9-12, 67 
Brodie Advertising Service .. 81 Eureka Specialty Printing Co. 118 Lilco Inc. 101 Stafford Engraving Co. 134 
Brown, Arthur, & Bro. 90 Ever Ready Label Co. . 112 Listo Pencil Corp. 92 Stivers Studio 57 
Brown-Bridae Mills Inc. 114 Fasson Products a Mack, Douglas 118 Stock Yard Inn . 93 
Bundscho, J.M.. Inc. 119 Flexo-lettering Co. Inc. .... 90 Madisonia Manikin , 134 Stout Sign Co. . 40 
Burrelle's Press Clipping Bu- Fox, C. J... Ga. 142 Mailograph Co. Inc. 43 Strathmore Paper Co. 103 
reau 118 Friden Inc. .. Inside Back Cover Major Photo Co. 77 Tension Envelope Corp. 72 
Camera Optics Mfg. Corp. 131 General Binding Corp. 120 Mask-O-Neg 89 Texlite Inc. 46 
Cantine, Martin, Co. 22-23 Gilbert Paper Co. Graw-Hill Direct Mail Div. Thomas Industries Inc. 14 
Card-O-Link Co. . 94 Inside Front Cover 82 Thompson, Arthur, & Co. 57 
Central Paper Co. Back Cover Grace Sign & Mfg. Co. 15 leyercord Co. 20 Ullman Gravure Inc. 69 
Champion Paper & Fibre Graphic Calculator Co. 19 onsen Typographers Inc. .. 24 United Press Internatione 33 
Co. 95-96 Graphic Systems 129 56), ER Go. 81 United States Plywood Corp. | 
Cheshire Inc. 110 Grubb, G. R. e Co... 114 nur Ad sé rvices 8! V ow Point -- 121 
Collins, Miller & Hutchings Haberule Co. 57 Nat — — Volk, Jr. Harry idio 134 
4 Hammermi Paper Ca. 55-56 List Broker 80 Vue-More Corp. 134 
Inc. . nse 120 Hanover Neon Electric Corp. 25 Naz-Dar Co. 8 Warren, S.D., Co. 28 
Colourpicture Publishers Inc. 74 Hansen Mfg. Co. Inc. . 43 Nekoosa-Edwards Paper Co. 7 Warwick Typographers Inc. 121 
Combined Locks Paper Co. 58 Herbert, H. T., Co. ............ 90 Northwest Paper Co. _..105-106 Weston, Byron, Co. 108 
Consolidated Water Power Hollywood Banners 19, 40 Northwestern Photo Engrav Yarder Mfg. Co. 134 
& Paper Co. ......... 99 Howard Co. ..... .....102 ing Co. 64 Yoder of Middletown 65-66 


November 1958 + ao « 133 





Caofeudl Saad fet 


Services and Supplies 


LETTERHEAD SERVICE 


valuable 
gift 
free 
to 
art directors production 
managers 


Unique portfolio of authentic copper 
and steel engraved letterhead classics, 
sent FREE to art directors and produc- 
tion managers by hundred year old firm 
of engraving craftsmen who originally 
produced them. Unusual collection of 
traditional designs. Outstanding samples 
of rare and demanding art. Convincing 
reminders of how authentic engraved 
stationery inspires respect and prestige 
for your organization. 


For free portfolio, clip ad to 
letterhead and mail to: 


CORLIES, MACY & CO., INC. 
Unsurpassed since 1857 


200 Varick Street, New York 14 
WA 4-6700 


ENGRAVINGS 


Life, Post and others | Save '% usual plate costs 





demand precision process 
color plates. Our superb 
Color Plates pass all rigid 
tests and reduce plate 


with our picture color 
process. Not exactly true 
to copy but an excellent 
color picture. Ideal for 


costs for you as well. most purposes. 


STAFFORD ENGRAVING CO. 


229 N. PENN. ST. « INDIANAPOLIS 


SIGN FRAMES 


WRAP-AROUND %",'2’&%’ faces 
CHROME STEEL forpointofsale 


SIGN FRAM PLASTIC AND 


GLASS SIGNS SIGNS 


Just Wrap Around and {and Clip 
que Free Sample Assortment 


THE YARDER MFG. CO. 725 Ent es A oorss 


« TOLEDO 12, OHIO 


ART SUPPLIES 


DALTON 
‘*‘admaster’”’ 


100%, rag leyout ond visvalizing pod 


Bienfang Pape r Co., or 


iad ae aa a 
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CLIPPING SERVICE 


BACON KNOWS 


MAGAZINES! 


We specialize in magazine clipping. 
Our list covers 3500 business, farm 
and consumer magazines —a complete 
blanketing of the American magazine 
field as listed in Bacon's Publicity Checker. 
You can check your own publicity, compe- 
tition’s publicity, competitive advertis- 
ing or subject research. Here is the 
complete service for magazines. Best 
coverage, fastest service, highest 

accuracy. 


* BUSINESS * FARM 
* CONSUMER 


Send for B 
ally me ek RTL e ee Ot 


BACON’S CLIPPING BUREAU 


MANIKINS 


RENT A GLAMOR GAL 


who will work all day—and 
all night without getting 
tired! Madisonia provides 
the perfect ladies’, 
men’s and children’s 

figures for your 

special promo- 

tions! 


“ 


MADISONIA MANIKINS, INC. 


NEW YORK CHICAGO DALLAS 
152 W. 25 St. 11 S. Despiaines 3007 Canton St 
Chelsea 3-1550 Dearborn 2-6818 Riverside 7-1937 


ADVERTISING SPECIALTIES 


erie i ma eg 
SANTA CLAUS CUTOUTS 


CONTINENTAL LITHOGRAPHERS, INC. 
21 South 9th Street, St. Louis 2, Mo. 


HELP WANTED 


We make coler postcards or cata- 
log sheets from your Kodacolor or 
type ‘“C’’ print. Samples avail- 
able. Representatives wanted. 
Skokie Colorgraph, Morton Grove, 
ill. OR. 4-7400. 





DISPLAY TURNTABLES 


how to put “ 
your ideas into, 


MIO 


With a Vue-More 
Turntable you can tell 
a MOVING sales 

story for your 

product. . . spot light 
it on a revolving stage. 


Send for Vue-More’s factual 
bulletin AR-3 and price list. 


vue-more == 


World’s Leading Manufacturer of Tentabies 
601 West 26th Street, New York 1 


STOCK ART 


Clearance Sale! 


GRAB BAG OF $4995 
‘CLIP BOOK ART 2.3%. 


Gold mine of ready-to-use art! Odds & 
ends of Line Art, Tone Art, Lettering. 
One to customer, & new customers only. 


Check with order. Guaranteed to 
isfy! 


HARRY VOLK JR. ART STUDIO 


Pleasantville 37, New Jersey 


DECALS 


CYT: TO YOUR SPECIFICATIONS 


ALLIE ira 8422 HOUGH AVE. 


CLEVELAND 3,OHIO 





ADVERTISING 
REQUIREMENTS 

FOR 

ADVERTISING RESULTS 





1101/Circle on Readers’ Service Card 
Bristol Idea Kit 

. sales building mail pieces are offered 
by Linton Brothers & Co. (Page 62) 


1102/Circle on Readers’ Service Card 
Carlton Bond Specimen 

. » » @ sample folder of Carlton bond is 
offered by Northwest Paper Co. (Page 62) 


1103/Circle on Readers’ Service Card 
Colored Enamel Sample 

. samples of Woodbine colored enamel 
are available from Appleton Coated Paper 
Co. (Page 62) 


1104/Circle on Readers’ Service Card 
R.O.P. Color Guide 
. . Lake Shore Electrotype Division de- 
tails newspaper R.O.P. color requirements. 
(Page 64) 


1108/Circle on Readers’ Service Card 
Paper Brochure 

. Wausau Paper Mills offers 10x14" 
photos on 3 different paper stocks. 


(Page 67) 


1106/Circle on Readers’ Service Card 
Full-Color Brochure 
. . . Cuneo Press offers a sample brochure 
of its color printing results. (Page 67) 
1107/Circle on Readers’ Service Card 
Die-Cut Sample Booklet 

. @ die-cut cover shows paper grades 
available from Peninsular. (Page 67) 
1108/Circle on Readers’ Service Card 
Safety Signal Premium 

. details on reflective road-marker pre- 
miums are offered by I.D.L. Inc. (Page 93) 


1109/Circle on Readers’ Service Card 
Medical Exhibit Leaflet 

. details on “Scientifics” exhibits are 
available from the Displayers Inc. 


(Page 110) 


1110/Circle on Readers’ Service Card 
Lowcost Exhibit Line 
. a flyer showing 10° customized exhib- 
its is available from Federal Displays. 
(Page 110) 


_———? 


Use these return cards 
for your copy of publications 
mentioned on this page 


| ae | Adwertising 


Requirements 


s UW UC rg 


* Send for these free helpful selling tools 


A141/Circle on Readers’ Service Card 
Financial PR Guides 

. . Twentieth Century Press offers two 
helpful checklists. (Page 120) 


1112/Circle on Readers’ Service Card 
News Gothic Bold 


. & specimen sheet of a new typeface 
is offered by American Type Founders. 


(Page 121) 


1113/Circle on Readers’ Service Card 
One-Line Type Book 


. Philmac Typographers offers a 30- 
page book of one-line showings. 


(Page 122) 


1114/Circle on Readers‘ Service Card 
Type For Phototypography 


. . « Beissel Co. offers a six-page folder of 
more than 40 faces. (Page 122) 


Readers’ Service Dept. 


6611 


Please have the following sent me: 


1107 1102 1103 1104 1105 
1106 1107 1108 1109 1110 
WIT 1112 1113 = 1114 +1115 
1116 1117 1118 1119 1120 
1121 1122 1123 1124 1125 
1126 1127 1128 1129 1130 
1131 1132 1133 1134 1135 
1136 1137 1138 1139 1140 
1141 1142 


—~—~—eeeaen eee ~~ 


Postage 
Will be Paid 


by 
Addressee 


BUSINESS REPLY CARD 
First Class Permit No. 95. Sec. 94.9 P. L. & B., Chicago, IL 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ill. 


1118 /Circle on Readers’ Service Card 
Type Cast Symbols 

. @ 20-page showing is offered by 
Sterling Type Foundry. (Page 122) 


1116 to 1127/Circle the appropriate 
number for information on these items, All 
are described in more detail in the Na- 
tional Audio Visual Show report on the 
pages indicated. 

1116/Busch Film Mobile Unit (Page 129) 


1117/Lightweight Projector (Page 130) 
1118/Nord Photocopier (Page 130) 
1119/Portable Screen (Page 130) 
1120/Transparency Kit (Page 130) 


1121/16mm Filmstrip Projector (Page 130) 


PRODUCTS SOLD 


CITY & ZONE 


*Note: inquiries for items listed 
not serviced beyond Feb. 15, 1959. 


cep 
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| Adwertising 


Biar-agus bmoeleetetal «| 


* Send for these free helpful selling tools 


1122/Multicolor Print Kit (Pace 130) 
1123/Film Inspector (Page 130) 
1124/Film Protector (Page 130) 
1125/Motorized Film Viewer (Page 130) 
1126/Screen and Tackboard (Page 130) 


1127/Projection Screen (Page 130) 


1128/Circle on Readers’ Service Card 
Cartoon-Clip Sample 

. » « American Mail Advertising offers a 
sample sheet from a new clip book. 


(Page 87) 


11298/Circle on Readers’ Service Card 
India Ink Eraser 

. « » Weldon Roberts Rubber Co. offers a 
sample of its new non-damaging eraser. 


Postage 
Will be Paid 
by 
Addressee 


Paaits 
a 


1130/Circle on Readers’ Service Card 
Super Graphic Brochure 

Graflex Inc., describes its Super 
Graphic camera. (Page 90) 


1131/Circle on Readers’ Service Card 
Light Touch Letterhead Catalog 

. A catalog of sales promotion letter- 
heads is offered by Idea Art. (Page 90) 


1132/Circle on Readers’ Service Card 
Outdoor Christmas Displays 

. giant displays, used by other com- 
panies, are illustrated by Cecilia Staples 
Ine. (Page 42) 


1133/Circie on Readers’ Service Card 
Transit Food Ads 

..- Natl. Assn. Transportation Advertising 
jescribes successful campaions. (Page 42) 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9 P. L. & R., Chicago. Ill. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 


200 East Illinois St., 


Chicago 11, Ill. 


Readers’ Service Dept. 


6611 


Please have the following sent me: 


1101 1102 1103 1104 1105 
1106 1107 1108 1109 1110 
WN) W012 1113 1114 1115 
116 1117 1118 1119 1120 
112) 1922 1123 1124 1125 
1126 1127 1128 1129 1130 
1131 1132 1133 1134 1135 
1136 1137 1138 1139 1140 
1141 1142 


COMPANY 


* Note: 
net serviced beyond Feb. 15, 1959. 


PRODUCTS SOLD 


CITY & ZONE 


inquiries fcr items listed 


1134/Circle on Readers’ Service Card 
“FluoroAd” Plastic Signs 

. » » greater brilliance in point-of-sale signs 
is detailed by E. F. Twomey Co. (Page 43) 


1135/Circle on Readers’ Service Card 
Outdoor Display Catalog 

- units in heavy-duty materials are 
shown by Pratt Poster Co. (Page 46) 


1136/Circle on Readers’ Service Card 
Changeable Neon Signs 

. . » MagicLite Ltd. offers a folder of de- 
tails and application ideas. (Page 46) 


1137/Circle on Readers’ Service Card 
Scriptomatic Leaflet 

. - an illustrated leaflet details the com- 
pany’s intermediate. (Page 77) 


1138/Circle on Readers’ Service Card 
Punch-Card System 

- « « Elliott Addressing Machine Co. de- 
scribes its addressing system. (Page 77) 


1139/Circle on Readers’ Service Card 
Parchment Promotions 

. “antique-aged” samples are offered 
by Davis Store. (Page 78) 


1140/Circle on Readers’ Service Card 
Direct Mail Selling 

. « » Tension Envelope Corp. offers a new 
edition of Envelope Economies. (Page 80) 


1141/Cirele on Readers’ Service Card 
Postage Meter Brochure 

. - . Pitney-Bowes points to the postace- 
prestige factor in company mailings. 


(Page 81) 


1142/Circle on Readers’ Service Card 
Full Postage Value 
. . - Curt Teich & Co. offers tips 
full postage value. 


on getting 


(Page 82) 


‘~~ s 


Use these return cards 
fer yeur copy of publicatiens 
mentioned on this page 





With the Justowriter, automatic tape-operated composing 
machine, all printing on offset duplicators in your office 
can be professional looking, with justified margins, accurate, 
easy to read ... at a substantial saving in cost over type- BOOKLETS 

writer or hot metal composition. Any printing or duplicat- MANUALS 
ing job, large or small . . . can be set on direct image CATALOGS 

plates or reproduction proof paper from the Justowriter’s NEWSPAPERS 
punched paper tape. DIRECTORIES 


One keyboarding on the Justowriter Recorder produces a nee: Gennes 
visible copy and a punched tape. This tape operates the LITERATURE 
Justowriter Reproducer to set sharp, justified proofs auto- BULLETINS 
matically at 100 words per minute. Author’s alterations or PRICE LISTS 
corrections are easily made by making a tape from a tape DIRECT MAIL 

. . . automatically. Fourteen different type styles are avail- 

able in sizes from 8 to 14 point. 


Use Justowriter composition for 


WRITE TODAY on your business letterhead for additional 
information on the justifying type-composing Justowriter -- 
a basic Tape-Talk machine in the ‘‘new world for busi- 
ness’’ .created by Friden. 


FRIDEN, INC., San Leandro, California 


THE ABOVE COPY WAS SET ON THE JUSTOWRITER IN 10 POINT GALVIN TYPE 





THE 
BUTCHER 


Fea) See] THE 


CHEESE CHEESE 


WAFERS WAFERS BAKBKR 
THE 


COOKED HAM 
12- HK 8 
i 
COOKED HAM 
12- HK 8 


~~ Seen. 


aw MOTOR = 


DIESEL DIESEL 
ENGINE DIVISION 


SBNGINE DiviSion 
nto aon | V A kK R CENERAL MOTORS CORPORATION . CLEVELAND 
i 


Important businesses large and small come to 
Central for functional printed tape designs 

ind Safetex Superstandard Gummed Tape 
juality. Retailers... dike Nieman-Marcus and 
Yawn's Markets... manutacturers...like Aum 
herly-Clark and Wire Rope Corporation 

tood processors, movers, laundries, book pub- 
lishers and brewers use Safetex Printed Tape 
to safely seal and identify their shipments. 


For very few extra pennies, a distinctive, hard- 
working Safetex tape design obligingly — Ad 
vertises your company or product at extremely 
low cost Discourages pilferage of shipments 
Makes a more attractive package Is helpful 
in tracing lost shipments Makes in-warehouse 
identification easier for customers Can be used 
effectively to color code production runs 


Satetex Printed Tape is available in one — two 
— and three color printing. On any of 10 hand- 
somely colored stocks, in all popular widths 
ind weights 


For proof of Safetex Printed Tape quality and 
popularity, write for free sample folder. 


SAFETEX PRINTED 


CENTRAL PAPER COMPANY 


Menasha, Wisconsin 





